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January 2, 1937 


VOICE of the 


THE calendar holds what promise 
in 1937? 

New Year’s Day, coming on a 
Friday, prompted many stores to 
close on Saturday in the beliéf that 
the two days’ holiday would be good 
for the clerks. But there was no 





universal action on the plan of a 
Saturday closing. In some other 
cities where New Year’s Day is not 
a holiday, the first Saturday of the 
year started the clearance season in 
a big way. 

In February, Washington’s birth- 
day coming on a Monday makes the 
preceding Saturday, February 20th, 
show possibilities of “tops” for the 
month and a special promotion 
thereon. 

Easter, coming March 28th, gives 
promise of Saturday, March 27th, 
as being an all-time high on Spring 
shoes. If Easter had come in late 
April (as it sometimes does), the 
selling would be split between 
Spring shoes and Summer type 
shoes. 

Decoration Day, May 30th, comes 
on Sunday—but it makes possible 
the biggest sport shoe day in the 
history of the trade on May 29%h— 


because in some states Monday. 





| Boot and Soe Kecotder 





May 3lst, will be observed as a 
holiday, giving a long week-end. 

The same thing happens on the 
Fourth of July—which also calen- 
dars on a Sunday. 

When we come to Labor Day, 
September 6th, we have a perfect 
week-end to start selling school 
shoes—not too near Fall and not 
so far away from Summer. 

Thanksgiving is standard on 
Thursday, the 25th of November— 
but both Christmas, December 25th, 
and New Year’s Day in 1937 come 
on a Saturday and rate a full week’s 
selling prior to the festive events. 

So you see, the year 1937 merits 
a number of peaks in shoe selling 
because of fortuitous datings. 


* * *% 


a 
Ki 


HR ARRY O. PEYTON, veteran 
shoe man—since retired—resident 
in Los Angeles, writes: 

“I feel that I am at least part 
owner of the Boot anp SHOE ReE- 
CORDER, for remember, I was read- 
ing the old paper back in the days 
of the elder Terhune and George 
EF. B. Putnam. I may as well admit 
it—the Recorper is still part of my 
daily life. I can dispense with 
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breakfast, luncheon or dinner if | 
must—my regular haircut and 
shave, etc., and still survive, but the 
weekly arrival of the long-associ- 
ated Boot AND SHOE RECORDER 
seems to be necessary to my ex- 
istence. 

“At present I am not active in 
shoes, but when it’s in the blood, 
it’s in the life and shoes go on for- 


ever.” 
* * te 








FRAYMOND TWYEFFORT of 
New York says: 

“The golden jubilee convention 
of the National Association of Mer- 
chant Tailors of America will be 
held at Philadelphia February 17, 
18, 19 and 20, 1937. Our National 
Association is one of the three old- 
est associations in the United States. 
We intend to show the man-world a 
‘Colorful Parade of Emotional Mer- 
chandise.” 

“The National Designers Asso- 
ciation will hold their 57th annual 
national convention in Washington 
a week ahead. : 

“I am firmly convinced that new 
fashion inspirations and new adorn- 
ment for both men and women from 
hats to shoes will stimulate the 
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greatest dress-up movement shortly 
which America has ever seen, and 
curiosity psychology of new things 
will arouse a dormant imagination 
which will pay millions in divi- 
dends to manufacturers and mer- 
chants who have the vision to pre- 
sent adventuresome merchandise.” 


* * * 


ERVING S. FLORSHEIM, presi- 
dent of the Florsheim Shoe Com- 
pany, reports to the stockholders: 

“Operations for the year resulted 
in profits of $1,041,330.18 after 
making adequate provision for de- 
preciation, setting up reserves for 
all doubtful accounts, and the de- 
duction of Federal income and all 
other taxes. These profits were 
equivalent to $2.60 per share on the 
outstanding Class ‘A’ Common 
Stock and $1.30 per share on the 
outstanding Class ‘B’ Common 
Stock. 

“Earnings, which are substan- 
tially better than the previous year, 
are a result of the improvement 
that took place in all divisions of 
our business. 

“Present sales, at both wholesale 
and retail, are running well ahead 
of a year ago and there is every 
indication that the present season 
will show a considerable improve- 
ment over the previous year.” 


* * * 


‘lL BE 
BUSTIN’ 


IDEAS - 





im 


THE Krupp & Tufily Better Service 
Club, composed of the employees of 
Krupp & Tuffly, Inc., of Houston, 
Tex., held a Christmas tree party 
at which time announcement was 
made about the winner of an un- 
usual contest conducted by the club. 
Earlier in the Fall, Lou Tuffly, vice- 
president and manager of the store, 
and who is also president of the 
N.S.R.A., had made the announce- 
ment that he would pay the ex- 
penses of one employee to the 
National Shoe Fair in Chicago, 
provided the club could find some 
equitable way of making the selec- 
tion. A committee met with him 
and it was decided to award the trip 
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—Ponce de Leon sailed the seas in 
search of the Fountain of Youth. 
—Scientists of all ages have wrestled 
with the problem of defying old 





age. 

_Walter Pitkin made men think with 
his book: "Life Begins at Forty"— 

—But Wally Simpson, favorite of a 
King, has rendered the fair sex a 
service beyond price. 

—For Wally, herself forty years plus, 
has fascinated the greatest Mon- 
arch of today and has thrilled a 
thrill-loving world. 

—Women of forty plus are now 
“young” in their own minds; 

—And, after all, isn't age a state of 
mind, rather than a calendar dic- 
tum? 

—A famous French philosopher once 
remarked: "Forty is the Old Age 
of Youth and fifty is the Youth of 
Old Age." 

—So don't watch the calendar, but 
let your Heart beat in tempo with 
Today, and you will accomplish far 
more than did old Ponce de Leon. 


Sus 6 TEE. 


President 





to the employee writing the best an- 
swer to the question: “Why I would 
like to go to the National Shoe 
Fair.” 

A. J. Zilker, display manager of 
the store, won the trip and W. H. 
Crowley was selected as alternate, 
with the next best letter. The con- 
test was judged by Jeff Barnette, 
advertising manager of the Houston 
Post; Maurice Bright, advertising 
manager of the Houston Chronicle; 
and Ray L. Powers, advertising di- 
rector of the Houston Press. 

Lou Tuffly, in commenting on 
the contest, said: “If these annual 
shoe gatherings are beneficial to the 
executives of stores, then surely 
they are just as much so for the 
junior executives and salesmen of 
stores. Unquestionably, these shows 


broaden a man’s outlook, and I am 
glad‘to send this young man to the 
Shoe Fair as a contribution toward 
the encouragement of other retailers 
to do likewise.” 

Mr. Zilker’s winning letter is 
given below: 


“The shoe buying public of today is 
growing more conscious of shoes for 
the occasion, shoe coordination with ac- 
cessories, more appealing and conse- 
quently more expensive merchandise. 
Study of details in costume harmony is 
becoming more necessary to wise shoe 
selling. I believe I can bring back from 
the Shoe Fair some ideas in this line 
by which Krupp & Tuffly will benefit. 

“I believe advertising and window 
display to be the greatest selling 
medium of today, especially in foot- 
wear. I am fully capable of learning 
and putting into practice ideas in this 
~ by which Krupp & Tuffly will bene- 

¢” 


* * * 


E. M. DANIELS of the United 
States Shoe Corporation of Cincin- 
nati, Ohio, says: 
“We are experiencing the finest 
business we have ever had in our 
history. During the past two weeks 
we have received over 400,000 pairs 
of shoes from our salesmen. It is 
really almost unbelievable the way 
this business is continuing to grow.” 


* * * 





ALL this ski madness is signifi- 
cant of the big way in which 
Americans adopt a new sport. 
Three years ago it was a skinny 
little business for a few lah-de-dah 
stores. Today it is sweeping the 
nation north of the Snow Belt and 
our guess is that over one hundred 
million dollars will be spent for 
ski apparel, shoes, transportation 
and what not. As a distinctive shoe 
business, it is certainly the fastest 
thing that has come down the run 
and more and more stores are qual- 
ifying as sport centers. 

If you want to keep up with the 
footwork of skiing, perfect the fol- 
lowing: “traversing, herringbones, 
half-herringbones, sidesteps, half- 
sidesteps, stem turns, stem brakes, 
lifted stem turns, stem christiania, 
pure christy and open christy.” 











A PIECE of philosophy on the 
subject of shoe prices appears in 
the Weekly Bulletin of Leather and 
Shoe News—saying: 

“We are surely approaching a 
crisis; and whenever the deadline 
comes—early in January or late in 
March, as varying opinions express 
it—this is inevitable. It might come, 
conceivably, from a break in raw 
markets—unlikely as that seems 
from views of world markets. As- 
suming that there are no changes 
in raw markets, the crisis will come 
when older leathers and older shoes 
are more generally exhausted and 
both leather and shoe markets are 
more nearly on scratch. The crisis 
will come automatically and _ al- 
most immediately, if wage increases 
—and a few have already been vol- 
untarily granted— become more 
general among shoe workers. 

“Some pendulums swing slowly 
and irregularly. Such a one is shoe 
prices. Yet we know that some 
world trends and some market 
trends are irresistible, and the pres- 
ent trend towards higher shoe prices 
seems in that category. 

“But knowing full well that 
‘there’s many a slip ’twixt cup and 
lip’; knowing the overlapping fac- 
tors in the shoe price problem; and 
knowing the history of previous 
battles for higher shoe prices, there 
is a somewhat wholesome scepti- 
cism in the allied trades against 
jumping at conclusions. In other 
words, shoe prices will not be ad- 
vanced till every resort to prevent 
them has been tried out. And this 
hesitancy, perhaps, may act as a 
healthy brake against run-away 


markets.” 
* * * 


*6KEVEN on the Islands, where 
Summer shoes may be worn with 
comfort and propriety every day 
in the year, the people turn to 
dark and even black shoes during 
the Fall season,” says F. D. Ward, 
shoe buyer for The Liberty House 
in Honolulu here on a buying trip. 

“Prospects for the coming season 
are very bright as there are large 
bonuses coming from the sugar and 
pineapple industries, which will 
materially help all lines of retail 
trade. Every indication points to 
a tremendous tourist season. This 
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starts along this month and con- 
tinues until June, with the peak 
during January and February. 

“For the coming season we are 
planning to make our extra sales 
through the judicious use of colors. 
Sandals, of course, predominate— 
with bucks, kids, suedes and fab- 
rics selling in the order mentioned, 
in the sport types. 


* * * 


HARRY BERKOWITZ, who trav- 
els California and Arizona for 
Hannahson’s of Haverhill, Mass., 
says: 

“This is the very best evening 
slipper season we have experienced 
in years. Stores that even last year 
only carried a smattering of eve- 
ning shoes, are now stocking and 
selling a goodly number. Other 
stores who are going out after the 
formal shoe business in a big way 
are getting far better results than 
they anticipated. It just seems that 
all the girls—young and those not 
so young-—are set on owning at 
least one smart pair of formals.” 


* * * 


THE Boston snow train schedule is 
published—giving the time for each 
week-end trip from Boston to the 
White Mountains—starting January 
9, 1937, and continuing until the 





last of the ski snow vanishes from 
Tuckerman’s Ravine—which will be 
some time next Spring. With the 
schedule is the additional informa- 
tion that equipment may be rented, 
the charge for a pair of ski boots 
being $1.00 per trip. 

* cm * 


KKENNETH M. GOODE says: 

“One of the most astonishing of 
American family habits, astonish- 
ingly well established, is to run the 
radio an astonishing number of 
hours every day. Almost equally 
well established are three other 
things that then happen in the 
American home, as radio’s intrinsic 
novelty wears away: 

“1, The set is likely to run more 
rather than less; longer rather 
than shorter time. 

“2. People learn to pay, in the aver- 
age, less complete attention to the 
radio, to do more of other things. 

“3. Rather than make even compara- 
tively infrequent changes on the 
dial during incoming programs, 
individuals tend, instead, to turn 
off their own attention. 

“In other words, instead of mil- 
lions of families rushing about the 
sitting room tuning the radio, on 
and off, as conventionally pictured 
in the broadcast studio, the great 
American audience has learned to 
turn itself on and off.” 

















"Pop Saunders must be in one of his reminiscent moods again." 
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THE shoe business is suffering from the most devas- 
tating of all afflictions—blindness. That it is largely 
self-imposed is at once the hope and the dispair of 
those who believe that shoe retailing can be made into 
a game that bears less resemblence to the classic 
pastime of the gay nineties; pinning the tail on the 
donkey. 

In the stationary atmosphere of past eras, when a 
man could grope his way through the dark and usually 
find the same thing in the same place, this blindfold 
system may have produced satisfactory results. But 
today the world moves fast. High speed presses, radio, 
moving pictures and modern transportation have 
speeded up the tempo of living. All this has been re- 
flected in the habits and desires of consumers, and the 
task of meeting consumer demands has become far too 
complicated to continue operating on the basis of the 
well-known blindfold test. As Paul Cherrington, in his 
recent book “Peoples’ Wants and How to Satisfy Them” 
has well said: “The supreme task in the whole eco- 
nomic field is to cut down the wastes due to appraising 
the consumer’s will either inaccurately or too late— 
with price competition largely ineffective, and quality 
competition hampered by higher labor costs and shorter 
hours, there is still left to American business men one 
conspicuous chance for acquiring leadership. This lies 
in the opportunity for creative invention in distribut- 
ing methods—as, for example, by working out a more 
accurate forecasting of consumer demand, and less 
devious ways of supplying to the public what it wants.” 
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UFF OR 


atisfy Them 


What has all this to do with the shoe business? Let’s 
get down to brass tacks. 

The shoe business, especially the women’s end, ‘is 
highly seasonal. So seasonal in fact that a given sell- 
ing season rarely covers more than ten weeks. These 
seasonal swings are further complicated by the fact 
that the manufacturing process takes from four to 
seven weeks. Simple arithmetic will demonstrate that 
under such conditions a large percentage of retailers, 
all except those who buy from stock, are forced to 
place orders for a substantial part of their season’s pur- 
chases before any of the merchandise has been re- 
ceived and placed on sale. A reasonable conclusion. 


based upon experience, would be that not less than 


50 per cent of all seasonal merchandise is purchased 
in advance of the selling season. 

Furthermore, the organization of shoe retailing has 
placed an unusual burden upon the retailer. In few 
industries is the manufacturer as close to the con- 
sumer, and yet as far away from her, as in the shoe 
business. Consequently, the retailer has been forced 
to assume the styling function, if he has wanted style. 
This does not include, of course, the few higher priced 
manufacturers who have done. their own styling. But 


they are not numerous enough to determine the char- | 


acteristics of the industry as a whole—although they 
have provided the patterns. 

These peculiar operating conditions involve an ele- 
ment of inherent risk to the retailer. But he is com- 
pounding his risk by a lack of any organized effort to 
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OPEN EYES IN 1937... 


get at the facts of consumer demand. Unscientific 
methods applied to price lining, merchandising, buy- 
ing, advertising, window display and other functions, 
have fathered the illegitimate offspring of shoe retail- 
ing—excessive mark downs, the P.M. system, inactive 
inventory, lost sales, heavy investments, inter-store 
transferring of merchandise, enormous wastes in ad- 
vertising and, in the eyes of management, incompetent 
store managers. 


ULTIMATELY shoe retailing will discover that or- 
ganized research is the one sound way to “cut down 
the wastes due to appraising the consumers’ will either 
inaccurately or too late.” What is research? It is the 
systematic collection, recording classification and 
analysis of factual data. Has the shoe business ever 
tried it? Let us apply the yardstick of our definition to 
the operations of one supposedly progressive company. 

Has it collected factual data systematically? A rea- 
sonably adequate job has been done in systematically 
gathering internal operating data. Records of mer- 
chandising operations have been maintained on a 
weekly and monthly basis. But the surface has hardly 
been scratched on data related to consumers and allied 
industries. A few sources such as publications and 
style conventions have been covered. No real attempt 
has been made, however, to acquire information that 
has not come in capsule form all ready to take. The 
luncheon table, cocktail hour and the tales of visiting 
salesmen have been the chief instruments in the search 
for truth. This may be an easy and painless (except 
in results) way to gather facts, but— it is not systematic 
collection. 

Have the facts collected been recorded systemati- 


cally? Internal data, on which a reasonable collection 
job has been done, has been recorded systematically 
week by week. The few facts collected outside of the 
company have been recorded from time to time but 
not in any systematic, consistent way. For the most part 
such external data has had a precarious existence in 
the minds of those who have gathered it so pleasantly 
over the lunch table or during cocktail hour. This 
could hardly be said to constitute systematic recording. 

Has the data collected and recorded been systemati- 
cally classified? Yes, in the case of facts on actual 
sales and inventories. Elaborate tables and charts 
classifying facts by color, material, type, heels and 
lasts have been constructed. No, when we examine the 
handling of data on consumers and allied industries. 
This data, existing largely in the minds of from one to 
five people, has not been classified. Information which 
has not been systematically recorded cannot be ade- 
quately classified—cannot be classified at all in fact. 
And so, when we apply our third yardstick of organized 
research, we must conclude that the classification 
methods of this company do not meet research 
standards. 


FINALLY, has their data been analyzed? They have 
made an effort to do so, but an almost total lack of 
classified consumer and allied industry data has made 
it next to impossible. They have analyzed the facts 
on their own internal operation, but have had few 
trade facts and almost no consumer facts to analyze. 
Consequently their method has been so unbalanced 
that it could scarcely be regarded as systematic analy- 
sis in a research sense. 

[TURN TO PAGE 30, PLEASE] 
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SOURCE A SOURCE B SOURCE C 
Color Dec.5 Jan. 15 Feb.! Dec.5 Jan. 15 Feb.1 Dec.5 Jan. 15 Feb. | 
Black 60%, 55% 40% 55% 50% 35% 50% 50% 40% 
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HELEN SAVERY 


FIRST of all, displaymen, let us agree with our mer- 
chants that in the popular-priced shoe field as many 
shoes as possible should be shown in the window. Per- 
haps you disagree. I know I did at first, violently. I 
vowed silently that I would somehow get at least half 
the shoes out of my windows. That, however, would 
have been a plain case of the display wagging the mer- 
chandise, instead of vice versa as it should be. There 
is no doubt in my mind now, after careful observation 
and deliberation, that women shopping for shoes in 
this bracket expect to see the whole line of shoes in 
the window at one time. This is not only due to the 


When there are many shoes in the 
window, simplicity of setting is very 
desirable. The background in this 
window throws the merchandise into 
high relief. 
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GETTING PAST 
THAT 
60 PAIR 
PER WINDOW 
BUG-A-BOO 


by HELEN SAVERY 
DISPLAY DESIGNER AND LECTURER, NEW YORK 
SCHOOL OF DISPLAY 


fact that merchants have accustomed them to this pro- 
cedure but also to the fact that most of the women who 
buy $2 or $3 shoes are working girls and busy house- 
wives. They do not have the time for leisurely hap- 
hazard shopping. They must feel reasonably sure 
before they enter a store that there they will find just 
what they want. There might be one woman in a hun- 
dred who would walk into a $3.00 shoe store and ask 
for a shoe not seen in the window. It just isn’t done— 
ask any shoe clerk in any town. Having acknowledged 
this fact—and resigned yourself to the reality that you 
just will not be able to throw a fancy Fifth Ave. show 
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Personality in shoes is the theme of 
this wind The t 





P Ppere 
for the shoes is incorporated into 
the display—a complete and unmis- 
takable tie-up between copy and 

merchandise. 


with 10 pairs of shoes and a Greek statue, let’s meet 
the 60 pair problem half way and adapt ourselves and 
our ideas to them—not rebel against them. _ 

One of the most important things to bear in mind in 
this kind of display, I think, is the general effect of 
your merchandise in the window. Slightly squint your 
eyes and look at any mass shoe display. You will 
readily see that it is in design effect, a mass of black 
spots. This is the first important factor to keep in mind, 
I believe, since it should necessarily influence every 
display design you create. Because a mass of shoes 
in themselves effect a “busy design,” they obviously 
need a simple and quiet background. Note the effec- 
tiveness of the simple background in photo No. 1. 
The simple tailored background throws the merchan- 
dise into high relief arid gives it the whole stage. Each 
pair stands out so clearly that it requires little effort 
on the part of the customer to see them. 

The next factor of major importance is the color 
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and texture of your merchandise. Except for the 
three or four months during the Summer, the shoes 


you are displaying are dark. And the only really 
successful background for dark shoes is a light back- 
ground. The photos herewith are proof positive of 
this fact. The style features and the silhouette of a 
dark shoe are highlighted and enhanced by the light 
background. Dark shoes may, on the other hand, com- 
pletely disappear into a dark background. This does 
not necessarily mean that you are limited to white, 
cream, and pastel colors in your windows. Dark and 
bright colors need not be eliminated entirely—by no 
means. They can be used to great advantage as ac- 


cents and contrasts in intermittent places, but should 

be avoided as all-over backgrounds for dark shoes. 
The support of 60 pairs of shoes is perhaps the 
greatest problem of all. Some merchant (I wonder 
who he was?) many years ago decided that the only 
[TURN TO PAGE 48, PLEASE | 


A factor of major importance is the 
color and texture of your shoes. The 
only really successful background 
for dark shoes is a light background. 


LE SE Ee 











6 TODAY make your first 

stock check of 1937. And 
if the method you have been 
using does not tell you all you 
want to know, revise it. The 
stock check in itself is not so 
important. It is what you DO 
about the conditions it reveals 
in your stocks! 





14 IF you are doing the 


right kind of a job of 


rw weekly stock check it 
enable you to do 

MORE VOLUME on the same 
or even less investment. Did 
it work out that way in 19367 
rn not determine that this 
you are going to get 
thet quicker turn? 
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RETAIL 


Good Shoes Deserve Good Sales Promotion 


7 HAVE you placed orders 
for hosiery in the new 
Spring colors? , These have 
been announced and the 
sooner you get the new shades 
in stock the better it will be 
for business. It's time too to 
be ordering the first advance 
Spring styles in footwear. 


11 IN displaying odd lots 
and closeouts in your 
windows use cards that fell 
the ENTIRE story, for in- 
stance: "A rare bargain at 
$3.95 if your size is here! Just 
29 Pairs"—then list the num- 
ber of pairs in each size. You'll 
find this gets better results. 


1 5 JANUARY advertising 

except for sale an- 
nouncements, should be 
moderate in the use of space. 
That's all the more reason for 
making your ads exce 
attractive so that they will not 
be |. Keep that in 
-_ in preparing tonight's 
ad. 


WHY not start the new 

year off with some sim- 
ple new window backgrounds 
to carry through until the 
start of the Spring selling sea- 
son. And your January window 
displays must be interesting 
to compete with the sale 
window displays on every side. 


0 IF you're starting your 
January Clearance on 
Saturday the problem of what 
to advertise for Saturday is 
solved. If you're not having 
a Clearance you undoubtedly 
have some small odd lots that 
you can feature at special 
prices to bring in Saturday 
shoppers. 


12 IF you're not having a 

store-wide clearance 
and do have some close-outs 
to dispose of you'll find a good 
letter to your customer list, 


te'ling exactly what you have to — 


offer in each size at each price 
will bring a lot of people in 
looking for bargains. 


1 6 pot and all your sales- 
people have certain 
personal customers that al- 
ways come to you. Why not 
go ig af ha close-out list and 
are not certain 
numbers that will appea! to 
some of these customers. Then 
use the phone and do some 
personal selling. 


5 IF you are going to have 

a January Clearance Sale 
it is time to be planning it 
Look up last year's records and 
see when you held your 1936 
sale. And when did your com- 
petitors hold theirs? The first 
sales skim off the cream of 
the shopping dollars. 


9 BE sure all salespeople 
are thoroughly posted on 
all the odd lots and numbers 
you want to clear. Most of 
these are in broken sizes and 
in waiting on regular shoe 
customers a suggestion will 
frequently sell an extra pair 
because of the bargain price. 


13 CHECK your stocks 

again today. Then sit 
down and determine what 
you're going to do about it. 
Are there any numbers that 
should be cleared? Put down 
a “deadline” for getting rid 
of them and plan some special 
promotion to turn them into 
¢ 
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CALENDAR for JANUARY 


A Working Schedule for Busy Merchants 


18 LIVEN up your window 
displays for the week 
even though you have no new 
styles to display. How about 
a good window of children's 
footwear? Here's a line that 
too often fails to get its fair 
share of window display. Have 
you been overlooking it? 


992 IF any advance Spring 
footwear styles have 
arrived why not make them 
the subject of a modest little 
ad in tonight's paper for 
Saturday selling. Every one is 
tired of reading Clearance 
ads. Get the prestige that 
goes to stores that are “first” 
with new styles. 


26 JUST as soon as you 
put in a window display 
of new Spring hosiery colors 
there should be a mailing to 
your customers, calling their 
attention to the window, and 
incidentally offering them your 
very best hosiery values. A 
letter will serve the purpose. 


30 HOW has January, 
1937, compared with 
last year. Has your volume 
increased? Have you lowered 
your stock investment? How 
about your profit? One 
twelfth of 1937 is gone. If 
you have not shown an im- 
provement over January, 1936, 
it is time to be doing some- 
thing about it! 


19 MOST Hosiery Club 
ideas call for the giv- 
ing away of one pair when 10 
or 12 have been purchased. A 
better plan—and less costly— 
is to permit the purchase of | 
pair at half price when a cer- 
tain nutnber have been pur- 
chased. It's worth trying. 


93 IF you did advertise 

advance Spring styles 
last night be sure that all your 
salespeople mention the new 
styles to every customer today. 
They may not buy but you will 
send them away with the im- 
pression that yours is an up-to- 
the-minute store. 


97 CHECK your stocks 
again today. And since 
this is the last check you will 
make this month why not com- 
pare the results with the check 
you made three weeks ago 
and see just how good a job 
you are doing of following up 
your check with some real 


ACTION. 









90 CHECK your stocks 
again today. Certainly 
it is a lot of trouble, but if 
you were a chain store man- 
ager and failed to check regu- 
larly you would lose your job. 
You won't lose your job if you 
don't check stocks, but you 
may lose some of your 


PROFITS! 





28 THIS would be a good 
day to get out last 
year's records again and see 
what you did in February to 
get business. Then make your 
plans for the coming month 
so that you cen beat February, 
1936. Plan your advertising, 
your windows and your selling 
even‘s 


For many businesses, the 
year 1936 was a good one. It 
should have been for you. 
1937. promises to be even 
better, with an increase in 
volume and in profits, if you 
plan carefully, merchandise 
wisely and spend most of your 
time SELLING, 









91 THIS is a good time to 

clear out your fixture 
store room. There are prob- 
ably some that are in need of 
repairs, and others that are be- 
yond repair. Perhaps you need 
some new pieces. Order them 
now and be ready when you get 
into the Spring selling season. 


95 IT is time to be getting 
a little Spring atmos- 
phere into your window dis- 
plays too, even though it may 
be bitter cold outside. How 
about a display of the new 
hosiery colors and a showing 
of the first new footwear with 
cards pointing out new style 
notes, 


9 FOR the last Saturday 

in January you might 
advertise a One-Day Clean- 
up Sale to get rid of any re- 
maining close-outs and odd 
lots. If you do this be sure 
and arrange a special window, 
with some sale atmosphere. 
Or you might advertise new 
Spring styles. 
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To know just what you can do with your promotion appropriation for 1937. 


First—divide the yearly appropriation inte twelve parts, one for 
each month, basing the allowance on the percentage of the year’s 
business dene in each month, as shown by your sales records. 


Second—determine what percentage of the allowance you will de- 


vete te each of the various media. 


Third—determine, according to business done, what percentage 
of the allowance should be spent for each department. 


Note: Pat 10 te 20 per cent of the allowance in an “emergency 


fund’’, and divide the balance. 


THE first step in a planned promotion program for 
1937 is to determine the amount of money you can 
afford to spend during the year. Careful analysis 
shows 4 to 4.5 per cent of sales to be about the limit 
that can be devoted to total publicity expenditure. 

The yearly amount should be divided among the 
twelve months on the basis of percentage of business 
done in each month, allowing for such movable dates 
as Easter. Then go further and see, from your records, 
what per cent of each month’s sales is done by each 
of your several departments. With this information at 
hand, you can tell what you should spend each of the 
twelve months and the amount that should be spent 
on each department in any one month. 

Local circumstances will control your decision as 
to what forms of advertising to use, and what per- 
centage of the total appropriation should be devoted 
to each medium. With such an analysis completed, 
you will be in a position to make the utmost possible 


use of the promotion calendar which follows. To the 
dates given add those of interesting local events. To 
the general promotion suggestions offered, add your 
own practical ideas. 

As a protection, set aside 10 to 20 per cent of your 
yearly appropriation in an emergency fund. If no 
emergency arises, you will be ahead that much at 
the end of the year. 


JANUARY 


5-9, National Poultry Show, N. Y. C. 17, Benjamin 
Franklin born 1706. 17-23, National Thrift week. 
13-18, Baby Week. 20, Inauguration Day. 30, Presi- 
dent’s Birthday Ball. 30-Feb. 6, National Sportman’s 
show in Boston. 

January is a month of clearances. Close out novelties 
and broken lines, but don’t let incomplete stocks of 
staple shoes breed ill will. Winter vacations, Southern 
resort and cruise shoes,-Winter sports footwear. Mid- 
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Promotion Program for 1937 
Plan Your Work, Then Work Your Plan 


year graduations, school vacations, social activities, 
all give promotional opportunities. Wet weather wear 
very much in use. Advantage should be taken of 
opportunities for promotional tie-ups—National Poul- 
try show, suggests your “blue ribbon” winners are 
something to crow about. Advance Spring styles will 
brighten Winter wardrobes—check local events for 
additional promotional tie-ups. 


FEBRUARY 


1-7, National Drama Week. 7-13, Boy Scout Anni- 
versary week. 8-27, National Sportmen’s Show, N. Y. C. 
9, Theodore Roosevelt National Memorial Day. 10, 
Ash Wednesday. 12, Abraham Lincoln born 1809. 
14, St. Valentine’s Day. 22, George Washington 
born 1732. 

For National Drama Week play up “the drama of 
style,” featuring style changes and style coordination 
for Spring. (Easter comes early.) After inventory or 
final clearance should be short and snappy, with 
drastic price cuts. Plan Lincoln Birthday specials for 
children. Feature Valentine gift suggestions. Get 
plenty of Spring atmosphere in store. Encourage sale 
of shoes for Spring sports. Evening shoes in demand. 
Shoes to wear with new print dresses can be featured. 
Give dramatic emphasis to the colors, silhouettes and 
materials that you are stocking for Spring. 


MARCH 


10, Telephone first used in 1876. 12-18, Girl Scout 
Anniversary Week. 14-20, National Business Women’s 
Week. 15-20, International Flower Show. 17, St. 
Patrick’s Day. 20, Spring begins. 28, Easter Sunday. 
29 to April 3, National Foot Health Week. 

Style shoe promotions should shift from points of 
silhouette and color and other “shoe” angles, to style 
coordination with the accepted Spring apparel styles. 
Watch local sports developments, tying in with in- 
creasing activities outdoors. National Business Wo- 
men’s Week, feature smart shoes for smart business 
women. This is an exceptionally good month for 
children’s shoes in 1937. Tops for women’s shoes, also. 
Accessories are most acceptable Easter gifts; dress 
them in appropriate wrappings. Don’t neglect Spring 
brides and bridegrooms. 


3-10, National Baseball Week (tentative). 6, Army 
Day. 7, World Bridge Olympic. 11-17, Be Kind to 


by R. E. ANDRUSS 


Animals Anniversary. 20-25, National Bridge Tourna- 
ment, N. Y. C. 25, Daylight Saving time begins. 

Easter is past, but Spring is still with us. Not every- 
one buys Spring clothes before Easter. And outdoor 
sports of every sort get under way all over. Easter 
travel and Easter school vacations offer promotion 
possibilities. Baby Week is extensively promoted this 
month. April showers bring rubber needs. If silks 
get big local attention in April, show shoes to wear with 
leading colors. First new Summer shoes go on dis- 
play, but don’t be too anxious to cut prices on wanted 
Spring styles. 

MAY 


1, Child Health Day. 1-8, National Golf Week (ten- 
tative). 2-9, National Music Week. 9, Mother’s Day. 
12, Coronation of King George VI. 15, Straw hat day. 
22-29, National Tennis week (tentative). 23-30, 
Buddy Poppy Week. 30, Memorial Day (all but nine 
states). 31-June 6, National Cotton Week. 

May is a strong month for women’s shoes—good 
for all the other lines. Outdoor sports of all sorts 
forge ahead, with golf and tennis given national prom- 
inence. Mother’s Day is another tie-up. Whites come 
in strong. Memorial Day falls on Sunday, observed 
as a holiday on Monday. Leading month for anni- 
versary sales (but make yours a_prestige-building 
celebration, not a bargain event). Features shoes for 
graduation and June weddings. Camp shoes in de- 
mand—have camp craft demonstrations. Tie-up with 
National Cotton Week with shoes to wear with cottons. 


JUNE 


June 3, Confederate Memorial Day. 14, Flag Day. 
19, Children’s Day. 20, Father’s Day. 21, Summer 
begins. 26, American troops landed in France, 1917. 

June, ‘the bridal month, 12 per cent of licenses 
issued, with 10.2 in August, and 9.3 in May. Active 
and spectator shoes for balmy weather—white’s strong. 
Vacations begin. Show weekend footwear wardrobes; 
bathing and beach shoes. Build promotions among 
local country club and outdoor activities. Tie up with 
children’s day, Flag Day; Father’s Day gifts offer a 
good opportunity. July 4 falls on Sunday—celebrated 
on Monday—another big week-end opportunity! Don’t 

[TURN TO PAGE 40, PLEASE] 














HEERE’S a right merry tale—doubtless old, though it 
will be new to many. It comes to us from Fred Gannon. 
our Lynn correspondent, and it goes like this: 

“Satan came along to be fitted to a pair of shoes. 
Not a welcome customer, even though he was willing 
to pay most any sum, even a king’s ransom, for a pair 
of shoes to comfort his aching feet. Shoeman Dunstan 
sized up Satan as he got out his size stick. ‘Sir,’ says 
he, ‘it’s iron shoes you should have for those hoofs 
of yours—more like a horse and not shoes of stout 
leather like an honest man. And if you should be 
shod like a horse, you should be tied up like a horse.” 
So Dunstan tied up Satan like a horse and to his 
hoofs fitted a pair of iron shoes a size too small 
and Dunstan refused to take them off or untie him 
unless Satan promised never to venture into a shoe 
store again. The old rascal agreed and so Dunstan 
took off his shoes and released him. For thus out- 
matching Satan, Dunstan was made a Saint and patron 
of makers of horse shoes and remains that to this 
very day. Old Satan kept his agreement and hasn’t 
been seen in a shoe store to this day.” 

Which leads us right into our editorial. If short- 
fitted shoes will make even Satan wince, what will 
they do to mortal man, woman and child who buy 
footwear with faith in the merchant’s fitting, to dis- 
cover a week hence that the store has done him or 
her wrong. No one thing is of greater importance in 
1937 than shoe fitting. 

The public is becoming increasingly irritated by the 
wrong kind of service. There is more to fitting shoes 
than just length and width. There’s the shape of the 
foot to be considered and the contour of the shoe and 
the definite bulk of meat and bone to fit the given 
space. What’s more, the shoe may seem to fit within 
the store and later, when that foot is in motion, the 
tortures of the damned continue for days, weeks and 
months. 

When shoe stores definitely assume the respon- 
sibility of the fit of a pair of shoes, then will come 
a new day and a new appreciation of the price 
that must be paid for that sort of service. 

We sense a retreat from shoe selling on the part of 
many general and department stores that find sizes 
and widths, selectiong and fashions complicated enough 
—and the plus irritation of the customer with “hurty” 
feet. So that as general business improves, those stores 


She Ediilors Qulfook 


Where Will The Public Go? 
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By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


put more emphasis on the goods that sell more readily 
and that do not have the problem of complaints and 
returns that seem to be part of the obligation of 
shoe service. 

We see in the change of shoe departments from 
first and second floor positions to upper floor rear, an 
indication of a diminishing interest in shoes on the 
part of many general stores. But not so where a com- 
petent and efficient shoe man is in charge. He meets 
the public with the right service at the right time and 
the right fashion at the right price. He is a joy to the 
business even though his department may not rate as 
high in turnover or gross profit for his customers 
“stick.” 

The past year saw more changes in shoe department 
managers than in any period of the depression. The 
reason may not be apparent on the surface, but during 
the depression the shoe department stock was kept 
down to a minimum and the buyer was always able 
to show his ability to get something for less. But now, 
when price trend has turned, and shoes cost more, and 
they are much more perishable as style merchandise, 
the buyer must be almost a super-man to show the 
progress that is being made by other departments. He 
is asked to be a show-man in the window and in the 
advertising and at the same time sell and serve a 
public that may not want gingerbread patterns but 
good shoes, good service and good values. 

So, by and large, the year 1937 isto be a real shoe- 
man’s year when he has got to have everything on the 
ball, perform miracles of merchandising and prove 
to his associates that a steady even flow of regular 
customers is the backbone of a shoe business. 

So if some department stores won’t and most chain 
stores don’t, who is to serve the customer with troubled 
feet other than the family shoe store where there is 
enough of a selection to fit the diversified feet of an 
exacting public. It may not be possible to get a rate 
of turn-over in the shoe store that renders a complete 
service, but there should be a reward in mark-up to 
compensate for the better service. The shoe store that 
carries 144 sizes may find but little turn-vver “in the 
ends.” But that’s what shoe service is—fitting all of 
the public all of the time, with shoes. 
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To realize the assured profit by following such a resolution, 
we suggest specializing on men’s street, dress, sport and ES OL U |O 
heavy-duty shoes bottomed with Kistler “BENCH BRAND” 7 
sole leather. That sole leather offers a basic reason for more 


shoe selling at favorable mark-ups and for fewer shoe sales at 
mark downs. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


answers the call for what is best and so most beneficial. It is a 
long, strong, close-fibre sole leather. No softening and spread- 
ing in wet weather. No hardening and heating in dry weather. 
Be prepared to call your customer’s attention to the merit of 
this sole leather and see it help make “more shoe selling” easy. 


This chart represents a side 
of leather. The part used for 
KISTLER "BENCH BRAND” 
bp eatythed is about 13% of the 
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MILTON FLORSHEIM 


@NE of the most successful careers in the history of 
the modern shoe industry came to a close Dec. 22, 
when Milton S. Florsheim, founder and chairman of 
the board of the Florsheim Shoe Company, died in Los 
Angeles, aged 68 years. Mr. Florsheim had been in ill 
health for several months and had gone to California 
to spend the Winter. 

Aside from his prominence in the shoe industry, 
Mr. Florsheim was a distinguished figure in this com- 
munity, where he was born and lived his eventful life. 
He had won recognition in the financial world and 
served as a director of the Continental Illinois National 
Bank and Trust Company, the largest bank in the 
nation west of New York. He was also a director of the 
Mercantile Trust and Savings Bank. He was a trustee 
of Northwestern University, a director of the Jewish 
Charities and the Chicago Tuberculosis Institute, and 
a life member of the Art Institute and the Field Museum. 

A few months ago Mr. Florsheim and Dr. Louis E. 
Schmidt gave $20,000 worth of radium to the tumor 
clinic of the Northwestern University Medical School. 

Mr. Florsheim was educated in the Chicago public 
schools, and went to work in the retail shoe store which 
his father, Sigmund Florsheim, had established in 1856. 
In 1892 Milton Florsheim assisted in the organization 
of the manufacturing concern which became the Flor- 
sheim Shoe Company. The company was one of the 
first to manufacture quality shoes in the Central West. 
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Shoe Industry 


Passes 


Milton S. Florsheim Also Held 
Prominent Place in Financial and 
Civie Life of Chicago —: Spent 
Lifetime in Shoe Business and 
Founded Successful Enterprise 
Which Bears His Name 


It now operates three factories in Chicago, with 3500 
employees. 

One of the most momentous decisions in Mr. Flor- 
sheim’s life was made some years later when he deter- 
mined to sell no shoes except those bearing the Flor- 
sheim name. This bold move cost him a large portion 
of his business in the year immediately following. But 
after that sales began to increase and they grew steadily 
until the Florsheim name assumed the commanding 
position in the market for men’s quality shoes which 
it holds today. 

“We tried to make a good shoe,” Mr. Florsheim once 
said. “We tried to make it superior in style, branding it 
with our name, telling the public about it, and selling 
it for less money.” 

Although Mr. Florsheim advocated general estab- 
lishment of a 40-hour week early in 1932 and sup- 
ported the early reemployment drives inaugurated by 
President Roosevelt, he was an active critic of the 
NRA. 

He was a believer in free competition, terming it the 
“safety valve of democracy” and predicted that if it 
were superseded by a system of codes, as under the 
NRA, the nation would drift into socialism. 

Mr. Florsheim was a member of the Mid Day, 
Tavern, City, Standard, and Lake Shore Country Clubs 
in Chicago and the Criterion Club in New York. 

His wife, Mrs. Gertrude Stern Florsheim, and one 
son, Harold M. Florsheim, were with him at the time 
of his death. Harold is vice-president of the Florsheim 
Shoe Company. Another son, Irving S. Florsheim, is 
president. Also surviving are a brother, Louis, and two 
sisters, Cora Florsheim and Mrs. Florence Byfield. 

Mr. Florsheim lived at the Drake Hotel in Chicago. 
Funeral services were held at 3:30 p. m., Friday, 


Dec. 25, in the chapel at Rosehill Cemetery. 
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U.S. ROYAL HEELS 


VERY feature of fine rubber heels is found in U. S. Royals. 
E Smarter appearance is achieved by blind nailing. A new 
insert construction gives great resistance to nail pulling. Per- 
fect cupping, combined with an insert of just the proper firm- 
ness and toughness provides a specially tight edge. And, of 
course, U. S. Rubber Heels are built in sizes and contours 


which conform to Boot and Shoe manufacturers’ standards. 


The New U. S. Royal Heels belong on good shoes . . . your 
shoes. They stay on better .. . look better ... wear longer! 


USKIDE Soles, Soling, and Toplift Material. 
From Coast to Coast, the name ‘‘Uskide’’ stands 
for “The Wonder Sole for Wear.’’ Uskide pro- 


ducts are waterproof —long-wearing— popular 
everywhere. 


REGENT Heels with Washers—popularly 
priced—the new modern design. 





Also see these three 
popular U. 5. Shoe Products: 


1. Laflex Mid-Soling 
2. Kralex Inner Soles 
3. Insolex Inner Soles 


in our booth at the National Shoe 


Fair, Palmer House, Chicago. 
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1. Henri I1]—16th Century : 
And a step-in of 1937 with the same rhyth- 
mic cut-outs. 


CHINESE 
FEET played an important role at the beginning of 
civilization after Fou-Hi, Chinese Emperor, proclaimed 
in 3500 B.C. that women should dress differently from 
men. Women’s feet were bound from the age of five. 
This was an assurance of a wife’s fidelity and “helped 
conquer husband,” ancient records show us. 

Chinese shoes were in three categories! Shoes for 
natural feet, shoes for bound feet, shoes to change the 
appearance of natural feet. The latter is somewhat of 
a theatrical shoe with very high heel and pointed toe. 


JAPANESE 
GOOD manners in Japan prescribe that women’s 
dresses hide their feet. When they go out, women 
generally ride in a rick-sha. Rich women took off their 
shoes when entering their carriages. When out visiting, 
the Japanese women took off their sandals and left 
them in an ante-room with their hats and parasols. 

A sandal held on by straps which pass between the 
large and second toes was a major Japanese style. 
Different types of sandals indicated degrees of caste, 
the Imperial household, geisha girls, etc. These sandals 
were often white striped with their favorite lavender. 
Boots were worn, too. Middle class women often wore 
patines, the wooden soles raised on a pedestal and held 
to the feet by bands, often decorated with lacquer. Many 
of the shoes of these silk-minded people were of silk 
or satin, as leather was not used in Japan until the 


XIX Century. 


EGYPTIANS 
EGYPT has been termed “the cradle of the shoe.” 
The Egyptians with their long, narrow feet went almost 
barefoot. Their sandals were little more than soles. 
The Egyptian tab. called a first shoe, was a plaited 
papyrus strip or hide secured by thongs. The Egyptians 
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HISTORY 


Progress of Shoe Styles 
Through the Centuries 


used criss-cross methods for fastening their sandals. 
Yellow was a favored color. Ornaments and color were 
used for eye appeal. 


ASSYRIA 
EN ancient Assyria where witchcraft and traveling 
salesmen originate, history shows that many men and 
women wore the same type of dress, the tunic. They 
both wore sandals and boots. 

Sandals were a favorite of the jewel-laden Assyrian 
women, and particularly the society women who were 
forced to seclusion in their castles. They wore open 
toe sandals high over the instep. Many of these sandals 
were painted with red and blue stripes. This same type 
of sandal is worn today in Mesopotamia. 

This was the era of the Amazons, the wandering, 
mountain-climbing people. High boots were worn by 
women who went to the wars and on hunts with their 
husbands. High shoes were a necessity and we find 
them laced up to the knee cap. Some had heels. In 
Chaldaea, soft leather boots and sandals were worn. 


PERSIA AND FAR EAST 
THE Far East of centuries ago was resourceful. They 
excelled in the making of sumptuous materials, in gold 
and silver enamel and in other arts, all of which 
affected their footgear. 





2. Louis XI1]—17th Century 
And the same high front and rosette detail 
in a modern shoe. 
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The King of Persia wore sandals set with precious 
stones, during the time of Alexander the Great. A shoe 
worn in Persepolis, the ancient capitol of Persia, had 
three buttons up the front. It’s repeated today in a 
child’s shoe. Side laces on shoes were of interest. 

Boots were worn, but in the homes women wore 
sandals or remained barefooted. There were gold 
brocaded mules. Some sandals were edged with 
feathers. Embroidered leathers were liked. The com- 
bination. of black and bright blue had strong ac- 
ceptance as had both light blue and tan shoes. Again, 
we have the Amazon wanderers or mountain climbers. 
From the most remote time they wore woolen or leather 
clothing obtained from sheep. Oxen supplied shoe 
leather. Later they wore shoes to match their costumes. 


INDIA 


THE fabulous legends of India and its many changes 
of religion influenced costume. Rich in cotton, silk, 
spices, jewels and other coveted products, India was 
a target of other people even to the time of King Solo- 
mon. People of India loved flowers and used them for 
hair and dress ornaments. Jewels often were put on 
shoes by these jewelry-minded people who wore nose 
jewels. Shoes with long points were preferred. 

Red was the emblem of happiness of this dark race. 





4. Louis XV—18th Century 


With the same high riding line and throat 
cut-out in a Spring 1937 street shoe. 
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3. Louis XIV—18th Century 
With its modern interpretation in a spec- 
tator shoe for Summer 1937. 


Even wedding invitations were written on red paper. 
Sandals were worn by all classes. Many sandals were 
of red leather, braid or tree bark. Some women dyed 
their feet with red lacquer. Little black was used in 
shoes as black was a bad omen, except for the tiny 
black stars on the chin, nose and in between the eye- 
brows, They often wore high heels to give sought for 
height. Often the heels of shoes were in*a contrasting 
color. The climate being torrid, many women went 
barefoot or wore open sandals with two toes exposed. 
On these were rings. Some women of India wore san- 
dals with laces attached or leather straps through the 
division between first and second toes, as in early 
Greece. 


GREEKS 
THE ancient Greeks of Assyriari origin gave us shoe 
background. Apollo, the God of Art, was the tutelary 
deity of shoemakers. Ancient Greek costumes from 
excavations in Athens, Delphi, and other sites show 
the beautiful simplicity of the early Greek linen dresses. 
The Parthenon had its influence. Yet theirs was a 
luxurious era. Their jewels and metals, inspired by 
Persia, were often used on footwear, particularly on 
vamps. Sandals were a favorite. 

Red and yellow were favorite shoe colors. Cothurns 
of red had yellow soles. Red leather shoes had heavy 
red soles. High backs and lacings were plentiful. Cork 
soles protected feet from humidity. Square toes were 
worn. What customs they had! In Athens shoes were 
removed during feasts. Young people living in the 
Doric section were not even permitted to wear shoes. 
House slippers were apparently unknown, as the early 
Greeks went barefoot in their homes. 


[TO BE CONTINUED] 























Don’t depend on big, 
black type and the ap- 
peal of price to put 
over a successful Janu- 
ary sale. Careful at- 
tention to layouts and 
copy will sell more 
pairs in_ clearance 
season. 











A STUDY of retail advertising clipped from news- 
papers from all sections of the country in the month 
of December confirmed the fact that retail shoe prices 
were maintained fairly well in most localities until 
after Christmas. Some shoe sales were announced 
early in December, but the number was relatively few. 
This was due, no doubt, to two principal causes, first, 
the growing sentiment against early clearance sales, as 
expressed in agreements among the retailers of various 
communities to forego clearances and cut price sales 
until after a specified date, and, second, the firm 
market for hides, leather and shoes, which unques- 
tionably is the most effective argument that can be 
advanced at any time against competitive price cutting. 

This year shoe merchants are strongly convinced 
that prices are going higher, and so there is little if any 
incentive to indulge in general markdowns, at least 
so far as staple shoes are concerned, when it is appar- 
ent that replacements must be made later on at a 
higher figure. The majority of stores, no doubt, will 
follow their usual custom of holding a clearance in 
January, but it will not be surprising if the markdowns 
are less drastic than usual or if they are confined in 
many instances to seasonal and style merchandise 
instead of being general store-wide sales, with reduc- 
tions across the board. 

Under these circumstances, while we may expect 
that sale advertising will, as usual, dominate the retail 
picture in January, it would seem reasonable to look 
for a somewhat more restrained type of sale advertis- 
ing than that to which the trade has become accus- 
tomed in recent years. The depression undoubtedly 
tended strongly toward a lowering of the standards of 
retail advertising, and especially the class of adver- 
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Smart Ads for 


Sale Season 


Layouts, Illustration and Typography 
Should Be as Attractive in Clearance 
Time as When New Styles Are First 

Featured | 


tising that had to do with sales. There was an over- 
emphasis on price and a tendency to overlook the 
importance of good layout, typography and appearance 
in the effort to obtain attention value and bold display. 
There may have been some justification for it in a 
period when the public was admittedly dominated by 
price consciousness, but from now on it is reasonable 
to anticipate that the best results will come from ad- 
vertising which emphasizes, not only the appeal of 
price, but the attractiveness and quality of the mer- 
chandise. 

[TURN TO PAGE 41, PLEASE] 





In Both Shops 


Los Angeles, 3051 Wilshire 
Pasadena, Colorado at Madison 


wil 





tful Shoes 


Delman and 
Huggins Models 


Broken foes ae ae of fo ny oa 
hand pic luggins stock are bei 

cleared ou now ot priceseo iberyou wil 
find it an economy to buy many. pairs 


wee 


PLE, oe | OF 


VALUES TO $1875 


Fine Leather Bags 














BOOT AND SHOE RECORDER, January 2, 1937 








Page 30 


We must conclude, therefore, that 
measured by accepted research stand- 
ards, the methods used by this com- 
pany cannot be said to constitute or- 
ganized research. Are these methods 
typical of those used by retailers gen- 
erally? No—they are the methods used 
by a company which for ten years has 
been regarded as one of the most scien- 
tific operators in the shoe business. 

Can organized research be carried 
on in the retail shoe business? Yes, if 
the basic principles of collection, record- 
ing, classification and analysis are 
understood and used. 

It is not possible to do more than 
suggest, in a brief article, the impor- 
tant things that should be included in 
any research program. A_ research 
project for a particular company neces- 
sarily must be designed to fit the prob- 
lems and environment of that particu- 
lar company. 


Essential Factors in Research 


Three essential factors govern the 
collection of data for any shoe research 
—determining the data to be collected, 
the sources from which it can be ob- 
tained, and the methods to be used. 

An important part of any retail re- 
search should be concerned with the 
consumer. Specifically, with the con- 
sumers’ habits, customs, preferences, 
requirements and the important ques- 
tion of the consumer’s ability to make 
his or her preferences and requirements 
effective. This general statement sug- 
gests immediately a more specific con- 
sideration of consumer data to be col- 
lected. The economic status of con- 
sumers ought to be known, since it de- 
termines not only the price at which 
merchandise can be sold, but also the 
quantity that can be sold to the aver- 
age consumer over a given period of 
time. Other relatively fixed factors, 
such as racial influences, habits, cus- 
toms and sectional prejudices also exert 
a marked influence upon consumer buy- 
ing. They should be included in con- 
sumer research and enough data to 
permit an evaluation of their impor- 
tance should be collected. 


Consumer Buying Motives 


Another, and perhaps even more im- 
portant group of data, concerns con- 
sumer buying motives, preferences and 
reactions to existing company policies. 
Because these factors are susceptible 
to change, they make possible a more 
constructive use of research data. For 
example, which provides the more com- 
pelling buying urge—price, style, com- 
fort or convenience of location? Con- 
sumer research ought to supply the 
answer to this question. 

From what sources can consumer 
data be obtained? Primarily from con- 
sumers themselves; and-as.a secondary 
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source, from statistics prepared by 
government agencies, newspapers and 
rade associations. Naturally the more 
data that can be collected from authen- 
tic surveys already made, the less time 
and effort will have to be expended on 
original consumer contacts. But many 
prepared surveys are made to estab- 
lish preconceived ends, and retailers 
must guard against using prepared 
data that is not representative of the 
consumer market they want to cover. 


Collection of Data 
The methods of collecting data di- 


rectly from consumers are few and 


fairly well established. First in im- 
portance is the direct consumer inter- 
view. Following that, come question- 
naires and letters; and finally clock- 
ings or actual counts of people. A well 
rounded research program will include 
all of these methods. Each has its uses 
in connection with specific types of 
data. For example, most data on con- 
sumer buying motives would have to 
be obtained from direct interviews. Re- 
actions to existing company policies 
could be obtained through letters or 
questionnaires, 

Another important group of data to 
be collected relates to specific merchan- 
dising factors which influence the 
operations of all shoe retailers. To dis- 
tinguish it from consumer research, 
this second group might be designated 
as trade research. Its purpose is to 
assist the retailer to evaluate the im- 
portance of such buying factors as 
colors, materials, types, heels and lasts, 
for a given season. A research pro- 
gram, to be at all adequate, should be 
concerned with the collection of facts 
on these specific fashion problems. 


Sources of Information 


Sources of information for trade 
data are confined largely to two groups. 
First, and most important, are the 
sources directly concerned with shoes. 
Included in these sources would be the 
shoe fashionists, leather houses, style 
and pattern organizations, last manu- 
facturers and publications such as the 
Boot AND SHOE RECORDER, devoted in 
whole or in part to the shoe field. The 
second group of sources would be those 
which are not directly in the shoe field, 
but which, because of the nature of the 
shoe business, exert an influence on 
shoe fashions. It is a well-known fact 
that shoes are an accessory and the 
kind of shoes a woman will buy is in- 
fluenced by the coat or dress or hat she 
either has bought or plans to buy. A 
shoe research, therefore, should cover 


fabric manufacturers, apparel and ac-- 


cessory manufacturers, publications: 


and the promotions of department 
stores and apparel specialty shops. 
Research data in the trade groups 


; 


can best be collected through direct 
interviews. Moreover, an adequate job 
can be done only through a systematic, 
regular covering of these sources. 

The third, and final, group of data 
concerns the merchandising factors 
peculiar to the company making the 
research. This part of the program 
should deal with the timing of fashions. 
It should collect facts on whether con- 
sumer demand in that particular store 
is ahead of the general fashion picture, 
whether it parallels it, or whether it is 
behind it. For want of a better name 
we will designate this as merchandis- 
ing research. It should also be con- 
cerned with facts that show the con- 
formity with or difference from the 
general fashion experience of the store 
conducting the research. Finally it 
should survey the extent to which the 
store has met its customers’ demand, 
failed to meet it. and whether or not 
it has stocked goods for an expected 
consumer demand that did not mate- 
rialize. 


Recording of Research Data 


Where can this data be obtained? 
From actual transactions that have 
taken place in the store, from sales- 
people or managers who have been con- 
tinually in contact with consumers, and 
from interviews with consumers in the 
store. No one of these methods can be 
used to the exclusion of the other if all 
of the available facts are to be included. 

We must consider now how best to 
record the data collected. It is difficult 
to do more than discuss this in a fairly 
general way. However, there is one in- 
flexible rule which can be set down— 
all research data should be committed 
to writing. To the extent that facts are 
committed to memory the authenticity 
of conclusions is impaired. Research 
data collected in consumer interviews 
or letters should be recorded in writing 
on forms prepared for that purpose. 
The specific design of the form will 
depend upon the data collected. Elabo- 
rate printed forms are not necessary. 
They may be mimeographed, or even 
hand drawn in the case of a small 
survey. 

Trade data too should be put into 
writing either on a prepared form or 
even in a general narrative report. 
If the facts are recorded, the particular 
way in which they are set down is of 
secondary importance. In the case of 
merchandising data, the recording 
method is more standardized. This 
generally takes the form of compila- 
tions of sales and inventories weekly 
or monthly. Reports from managers 
and salesmen should parallel! as close- 
ly as possible the form used to record 
sales transactions. 

Classification of data and other 
aspects of the research problem will be 
considered in a future discussion. 
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: The Form Is As Important 


As the Stocking 


Display your hosiery on forms that are 
exact duplicates of the human leg. Use 
Fairy Forms. For the form you use is as 
important as the hosiery itself. 


The form should show the stocking ex- 
actly as it appears on a feminine foot. 
Graceful, with a lovely sweep of color 
and curve. The displayed stocking should 
be a command to buy. It should intrigue 
the woman and make her want the par- 
ticular stocking and shade you are 
showing. 
Use Fairy Forms in displaying your hos- 
iery. It’s the only form that will display 
hosiery properly, that will give a com- 
_ selling story. Set up a few Fairy 
‘orms in your department. Then notice 
the increased pace, the increased busi- 
ness. Write us for the complete details. 


SHOE FORM CO., Inc. 


AUBURN, N. Y. 


Manufacturing Branches 


United Last Co., Ltd., Montreal, Canada 


Frankfort 
Germany 
Mexico City, Mexico 


Northampton 
England Paris 
Melbourne, Australia France 











New Members Elected to 
Jarman Advisory Board 


NASHVILLE, TENN.-—-Two new meia- 
bers were elected to the Advisory Board 
of the Jarman Shoe Company at a 
meeting of the General Shoe Corpora- 
tion board of directors in Nashville, 
Dec. 21. 

Both the new members, W. B. Doher- 
ty, Texas, and John Wallace, Nash- 
ville, are on the sales staff of the Jar- 
man company, and have turned in out- 
standing records for individual sales 
during the past season. 

Their election to the advisory board 
follows an established policy of the Jar- 
man company in using men directly “on 
the firing ‘ine’ tu advise on certain 
company policies. Uther members of 
the board are Robert O’Toole, sales rep- 
resentative for Florida, and R. A. Sahl- 
feld, representative for Ohio. 


New Stapp Shop Opened 


ANACORTES, WASH. — Following ex- 
tensive remodeling a bright new store 
has been opened by Charles P. Stapp, 
well-known western Washington shoe 


retailer. The Stapp Shoe Store oc- 
cupies a handsome setting with a large 
stock of footwear for the holiday mer- 
chandising period. 





DATES TO REMEMBER 


National Shoe Travelers’ Association, Inc., 
Twenty-Sixth Annual Convention, Hotel 
Morrison, Chicago, Ill.....Jan. 2, 3, 4, 1937 

National Shoe Fair, Palmer House, Chi- 
et are: Jan. 4, 5, 6, 7, 1937 

National Shoe Retailers’ Association Con- 
vention, Palmer House, Chicago, Ill., 

Jan. 4, 5, 6, 7, 1937 

National Boot and Shoe Manufacturers’ 
Association Convention, Palmer House, 
Chicago, Ill. ........ Jan. 4, 5, 6, 7, 1937 

Michigan Retail Shoe Dealers Association, 
Annual Shoe Fair, Hotel Statler, Detroit, 
| eee Jan. 10, 11, 12, 1937 

Northwestern Shoe Retailers Regional 
Association Annual Convention, Hotel 
Martin, Sioux City, lowa, 

Jan. 17, 18, 19, 1937 

Texas Shoe Retailers Association Annual 
Convention, Hotel Adolphus, Dallas, 
Texas Jan. 25, 26, 27, 1937 

Middle Atlantic Shoe Retailers’ Associa- 
tion 23rd Annual Convention, Benjamin 
Franklin Hotel, Philadelphia, Pa., 

Feb. 7, 8, 9, 10, 1937 

Indiana Shoe Travelers Association Four- 
teenth Annual Indiana Shoe Buyers 
Week, Claypool Hotel, Indianapolis, 
DOs one Sa: aso 0 ¢ ache CORON Feb. 7, 8, 9, 1937 

Easter Sunday March 28, 1937 

IMinois Shoe Retailers and Travelers Annual 
Convention, Pere Marquette Hotel, 
Peoria, Ill. .......... June 20, 21, 22, 1937 

Pennsylvania Shoe Travelers Association 
Annual Tri-State Shoe Mart, William 
Penn Hotel, Pittsburgh, Pa., 

July 18, 19, 20, 1937 





U.S.M.C. To Open New 
Shank Plant 


PLymouTtH, N. H.—The mill property 
of Livermore Falls has been purchased 
by the United Shoe Machinery Cor- 
poration, an organization which plans 
to go into business here in a few 
months. The new concern will manu- 
facture shanks. 

Alterations and repairs on the old 
building are going forward with M. P. 
Moran of Boston, contractor, in charge. 
It is expected that the various renova- 
tions and additions will be completed 
about March 1, when production will 
begin with from 75 to 100 employed. 


Edson C. Thayer 


CONNEAUT, OHIO—Edson C. Thayer, 
well-known Ohio shoe man, died Thurs- 
day, Dec. 17, at his home here, from 
an apoplectic stroke. 

Mr. Thayer entered the retail shoe 
business in this town in 1901 and for 
the following thirty-five years he con- 
ducted a successful'and up-to-date shoe 
business. He was well-known and 
popular with the many shoe men in this 
locality and had many friends through- 
out the shoe trade. 

Mr. Thayer is survived by his wife, 
a son and a brother. Services were 
held on Dec. 20, at the Marcy Home 
and buria! was in the City Cemetery. 
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The Green Shoe Mfg. Co., of Boston, 
in developing a new principle of shoe 
fitting, has raised the standards of 
juvenile footwear _ efficiency—foot 
health protection—and solved that vex- 
ing problem of how to fit children’s 
shoes with proper allowance for growth 
without misfitting at the heel. 

All infants’, children’s and misses’ 
shoes are now being made: by Green on 
recently perfected lasts which permit 
proper initial fit at all points, while 
providing extra room for normal 
growth. 


Doctor Shoe for Men 





The original Doctor Shoe affords 
distinct protective and preventive fea- 
tures that guard against foot ailments 
and help to avoid faulty foot action. 
It is especially prescribed for the high- 
arched foot with its contracted bones 
—for the inner arch requiring a flex- 
ible support—and for feet with arches 
that would stay normal. The struc- 
tural elements of the Doctor Shoe in- 
clude a two-piece metal arch support 
with a rigid member supporting the 
transverse arch and one semi-flexible 
to support the anterior arch. The firm, 
comfortable bandage grip of the upper 
contributes to make the Doctor Shoe 
the most modern protective footwear. 
Flexible when walking yet a rigid sup- 
port when standing. The shoe is made 
by Racine Shoe Manufacturing Co., 
Racine, Wis. 


Dr. M. W. Locke Shoes 


Lockwedge Shoe Corp. of America, 
Columbus, Ohio, make the only shoes 
designed and approved by Dr. M. W. 


FEATURES 


And Profit Making Shoe Store Accessories 


BOOT AND 


THAT 





Locke, of Williamsburg, Ont., Canada. 
Dr. M. W. Locke Shoes are made for 
men, women and children on lasts de- 
signed to fit every type of foot. Special 
features of construction are the wedge 
and flange one-piece insole, arranged 
to secure a normal balance. All Good- 
year Welt construction. 





New Drew Redu-Fit Lasts 








The Irving Drew Company, Ports- 
mouth, Ohio, makers of Drew Arch 
Rest Style Unitized shoes, have an- 
nounced for Spring new lasts creating 
a higher style and better fitting shoe. 
Drew Arch Rest shoes are manufac- 
tured in four distinct style-selected 
groups; namely, Nomad, a sport shoe; 
Diversion, a well-styled dress shoe; 
Modified, a conservative business or 
daytime dress shoe, and Elemental, a 
classification of Orthopedic and com- 
fort design. Redu-Fit lasts feature 
most all the new Spring styles by this 
eompany, whose program of Style 
Unitized shoes, for which the Redu- 
Fit lasts were designed, is meeting with 
broad acceptance in the retail field. 
Corrective measures given the lasts 
are illustrated in the diagram. 





Foot Saver Shoes for Women 


The Julian & Kokenge Co., Colum- 
bus, Ohio, were the originators of the 
Foot Saver SHORTBACK* LAST, a 
feature whereby the proportionate di- 
mensions of the last conform to the 
changes in proportion in actual foot 
sizes and widths. A patented meta- 


tarsal feature combined with Good- 
year welt construction completes the 


structural features of Foot Savers. 


*—Reg. U. S. Pat. Off. 
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Combines Two Scientific 
Features 





Two great scientific and practical 
features have now been combined in 
one shoe. First, the CUSHIONED in- 
sole throughout ‘the entire shoe. Sec- 
ondly, a 100 per cent NAIL-LESS 
construction. The above illustration 
demonstrates the soft resiliency of the 
cushion of pure, live sponge rubber, 
affording comfort protection at the ball, 
arch and heel. The cushion insole 
never curls at the edges, packs, bunches 
or dries up. It never loses its full 
springiness throughout the life of the 
shoe. These features are incorporated 
in men’s and women’s styles under the 
trade name of Rohn Nu-Matic Shoes. 


Natural Bridge Shoes 

















Natural Bridge shoes take their 
name from the famous Natural Bridge 
of Virginia, located near the home of 
the manufacturers of Natural Bridge 
shoes. 

Natural Bridge shoes are built upon 
lasts that embrace all proven develop- 
ments in orthopedic research. ‘They 
provide ample room for the cuboid 
bone, permitting the foot to settle com- 
fortably into the shoe, producing the 
ultimate result of a snug fit around 
the ankle. There is a built-in steel 
support for the longitudinal arch and 
metatarsal bones and soft cushions at 
heel, instep and metatarsal arch to 
guard against shock and give added 
comfort. 

While Natural Bridge shoes have the 
best health and comfort features, they 
are made in smart designs which have 
satisfying eye-appeal. They are made 
to retail at $5 and $6 in Welts, Sil- 
houwelts and Uco-Littleway Lockstitch 


Process. 
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Middle Atlantic Plans Big Show 





Record Attendance Seen at Annual Convention in Benjamin Franklin 
Hotel, Philadelphia, February 7-10 


PHILADELPHIA, PA. — Early returns 
to an announcement mailed to manufac- 
turers and wholesalers by the Middle 
Atlantic Shoe Retailers Association, re- 
garding the 28rd annual convention and 
exhibition by the association, indicate a 
record attendance at the Benjamin 
Franklin Hotel here on Feb. 7, 8, 9, 10, 
1987. More rooms have been reserved 
by exhibitors at this early date than 
was the case three weeks prior to last 
year’s show. 

The M.A.S.R.A. slogan for this 23rd 
annual showing is: “Let’s Get Together 


in Philadelphia.” The association in 


its publicity gives a quotation from Wil- - 


liam Penn, written in 1682; “We are 
met on the broad pathway of good faith 
and good will, so that no advantage is 
to be taken on either side, but all to be 


openness, brotherhood and love.” It is — 


this spirit expressed by William Penn 
which the management committee has 
in mind in promoting this 23rd annual 
showing. They are endeavoring to 
foster ideals and policies that will be 
progressive, cooperative and profitable 
to the entire shoe trade. It is thought 
that a program of activity conducted 
along these lines will attract attention, 
secure interest and arouse a desire to 
improve business. 

While the M.A.S.R.A. has not de- 
parted from its principles and funda- 
mental theories in the promotion of this 
convention, it has to a great extent 
modernized its promotional policy. This 
28rd annual meeting will convene in 
new headquarters, the Benjamin Frank- 
lin hotel, which allows for larger and 
more numerous quarters for exhibitors 
as well as visiting shoe men. This year 
the association is quoting the lowest 
cooperator’s fee for publicity and ser- 
vice in its history. 

Those: in charge of. this year’s con- 
vention are representative of the 
M.A.S.R.A. Exhibitors, the Shoe Club 
of Philadelphia, the Independent Shoe 
Retailers Alliance and the Middle At- 
lantic Shoe Retailers Association. 

The management committee is headed 
by Herman C. Fisher, chairman; assist- 


ed by I. C. Smashey, Gordon Evans, 


1. C. SMASHEY 
President of the Middle Atlantic Shoe 


Retailers Association 


George M. Garman, Roy Walter, Har- 
vey Farr, Jr., John Storch, Jerome 
Lutsky, W. Delamater, F. B. Master- 
son, Elkan R. Myers, Murray Saks, 
Irving Feldman and Cal J. Mensch, 
secretary. 

Although there has been no definite 
plans made for the showing, the speak- 
ers’ committee is considering a noon 
day luncheon meeting for Monday, a 
breakfast meeting for Tuesday morn- 
ing and a novel evening affair in the 
form of a buffet dinner-dance, accom- 
panied by entertainment. The business 
meetings will be addressed by promi- 
nent men from the separates branches 
of the shoe and leather industry. 

The management committee urges all 
to make early reservations for slee;:ing 
accommodations and display space so 
as to avoid last-minute rushes. Reserva- 
tions should be addressed to the Middle 
Atlantic Shoe Retailers Association, 
400 N. Broad Street, Philadelphia, Pa. 


N. Y. Shoe Men Aid 
Hospital Fund 


New YorK — Frank Grossman, of 
Julius Grossman Shoes, has accepted 
the chairmanship of a committee of 
shoe manufacturers who will seek con- 
tributions from the shoe industry im 
New York City in behalf of the United 
Hospital Campaign Committee, it was 
announced by Stuart M. Crocker, chair- . 
man of the committee. 

Members of the committee, headed by 
Mr. Grossman, include: Andrew Geller 
of Andrew Geller Shoe Co., Michael A. 
Miller of I. Miller & Son, Inc., Moe 
Jacobs of H. Jacobs & Son, Charles W. 
Strohbeck, Jr., of Charles W. Stroh- 
beck, Inc., and John P. Troxel, executive 
director of the Shoe Manufacturers 
Board of Trade. 

The United Hospital Campaign Com- 
mittee is endeavoring to raise a min- 
imum of $2,888,000 to meet the mini- 
mum needs of the city’s eighty - eight 
voluntary hospitals. 

The committee of shoe manufacturers 
will work in cooperation with the com- 
merce and industry committee of which 
Edward R. Stettinius is chairman. 


Moccasin Company 


Resumes Operations 


Otp Town, Me.—The Moose River 
Shoe Company, Inc., formerly located at 
Harmony, Me., where they were burned 
out early last year, have resumed oper- 
ations in this town at 102 South Water 
Street. This company makes a line of 
hand-sewn moccasins and_ slippers. 
They are now making about 5000 pairs 
yearly which is an increase of 1500 
pairs from their output in their old fac- 
tory. 

L. S. Faerber is in charge of their 
New York office located at 116 Duane 
Street. 


Illinois Show Dates Announced 


Peoria, Inu.—C. A. Swanagan, IIli- 
nois representative of the Freeman 
Shoe Company, and president of the 
Illinois Shoe Travelers Association an- 
nounces that the dates for the Illinois 
Shoe Retailers and Travelers Conven- 
tion for 1987 have been set for June 


‘20, 21 and 22, 1937. The convention will 


be held in the Pere Marquette Hotel, 
here. 
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Urges Attendance at Sioux City 





President H. A. Halseth of Northwestern Shoe Retailers Extends 
Invitation to Merchants of Six States 


Sioux City, Ia. — “Come to Sioux 
City for the Northwestern Shoe Retail- 
ers Association Convention,” urges H. 
A. Halseth, association president. In a 
statement given to BooT AND SHOE 
ReEcorpDER, Mr. Halseth says: 

“On January 17, 18 and 19, Sioux 
City is to be host to the annual conven- 
tion of the Northwestern Shoe Retail- 
ers Regional Association. As president 
of the association and as a shoe retailer 
of the convention city, I take this means 
of inviting every merchant engaged in 
the business of retailing shoes in the 
states of Iowa, Minnesota, North and 
South Dakota, Wisconsin and Nebraska 
to attend this Sioux City gathering. 

“Sioux City shoe merchants, aided by 
other business men of the city, are mak- 
ing a determined effort to make this 
meeting one which will long be re- 
membered. 

“A program of interest and value to 
every one selling shoes, either retail or 
wholesale, has been arranged. The 
social features which have been plan- 
ned will, I feel confident, be thoroughly 
enjoyed. We have speakers of promi- 
nence who will give us timely informa- 
tion and up-to-the-minute talks. 

“The past years have been trying but 
a change is coming and we are now on 
the up-grade, so every merchant should 
feel that he will be paid for the energy 
he puts into his business. 

“However, with this upward turn in 
business, there will be keener competi- 
tion than ever before and a greater 
need for intelligent merchandising if a 
retailer is to remain in the shoe busi- 
ness. It will profit us all to take a few 
days off—get the ideas of others and in 
turn give someone else the benefit of 
our ideas and our experiences. 

“Indications are that more salesmen 





H. A. HALSETH 


President of the Northwestern Shoe Retailers 
Association 


and more lines of shoes will be at the 
Sioux City convention than we had 
anticipated. Advance reservations are 
way ahead of expectations. Whether 
you are a large or a small retailer of 
shoes our annual convention has much 
of interest and value to you. Sioux City 
shoe merchants will try and make your 
stay both pleasant and profitable. 

“As president, I again assure you 
that a hearty welcome awaits you in 
Sioux City, Iowa, January 17, 18 and 
19. Plan to come and come to plan for 
a better and more profitable business in 
this New Year of 1937.” 


Tyson With California Shoes, Ltd. 


Los ANGELES, CAL.—C. W. Tyson is 
now representing California Shoes, 
Ltd., of this city, with their new line of 
women’s sport welts. His territory is 
east of the Pacific Coast and east of 





Pacific Northwest states. For several 
years Mr. Tyson traveled this section 
for the Pasadena Slipper Co., having 
pioneered that line for them. He will 
be in attendance at the exhibits of 
California Shoes,:Ltd., at both the Chi- 
cago and Dallas shoe conventions. 





Krupp & Tuffly Employees 


Receive Bonus 

Houston, Tex.—Louis F. Tuffly, vice- 
president and manager of Krupp & 
Tuffly, Inc., local family shoe store, an- 
nounced that the firm’s board of di- 
rectors had authorized the payment of 
a substantial bonus to all employees, 
on Monday, Dec. 21. The bonus amount- 
ed to 10 per cent of the year’s earnings, 
and was paid to seventy-five employees. 

“We are glad to be able to pay this 
bonus,” Mr. Tuffly said, “and we feel 
that our employees are due it because 
of the fine spirit in which they have 
carried on for us in spite of the fact 
that over the past four years it has 
been necessary to make three pay cuts. 
We have always felt, even before the 
New Deal days, that our employees 
have a right to share in our earnings. 

“Our profits for 19386 operations have 
been very satisfactory,” Mr. Tuffly 
pointed out, “and our board of directors 
feels happy to fulfill its promise to 
every person in the store to restore 
wages to something nearer to 1929 
levels.” 


G. B. Mueller Mayer 


Sales Manager 

MILWAUKEE, WIs.—Through an error 
in the heading on a news item appear- 
ing on page 34, in the December 19 
issue of the BooT AND SHOE RECORDER, 
it was inferred that Gilbert B. Mueller 
was sales manager of the Kozy Kom- 
fort Shoe Company. This fact is in- 
correct. Mr. Mueller is in reality con- 
nected with the Mayer Martha Wash- 
ington Shoe Company of this city, in 
the capacity of sales manager. 
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Bac ‘sHoes 
for Girls 


Buster 
for Boys ~ 


7. 
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Mr. William Spellman (at left), of Spellman Bros., 
owners of Buster Brown Shoe Stores in Vancouver, 
Tacoma, Bremerton (Wash.) and Portland. The 
— windows of their Tacoma store are shown 
above. 


Says Brown Plan Ends 
Heavy Mark Down Losses 


Read Mr. Spellman’s letter . . . written 
after eight years’ experience with the 
Brown Plan. What he says reflects 
success ... growth... profit... in 
spite of adverse business conditions dur- 
ing most of this eight-year period. 
Hundreds of others, operating under the 
Brown Plan, could tell a similar story! 
And for the same reasons, this Plan 
would also help you to make more 
money. Write us for the facts. No 


obligations, of course! 


Draws Saoe Gowgainy 


ST. LOUIS, MO. 





Joseph Leon on left, presenting the memorial plaque to Harry Edison at the recent 

surprise banquet tendered the Edison brothers in St. Louis. From left to right are 

Irving Edison, Joseph Leon, Samuel Edison, Mark Edison, Harry Edison and Simon 
Edison. 


St. Louis, Mo—A “surprise” ban- 
quet was given at the Park Plaza, here, 
Friday evening, December 18, honoring 
the five Edison brothers, Harry, Mark, 
Sam, Irving and Simon, heads of Edison 
Brothers Stores, Inc. The event was 
staged by twenty executives of the com- 


pany, which has its general offices and 
warehouse in St. Louis and operates 
Baker’s, Leed’s, Burt’s and Chandler’s 
women’s shoe stores in the principal 
cities from coast to coast. 

The occasion was the recent opening 
of the company’s 100th store, located at 


Phoenix, Arizona. A large, handsomely 
engraved silver plaque presented to the 
five honor guests as a memento, was 
headed with the inscription “1922—One 
Store; 1936—100 Stores.” 


Silverwood Adds New Line 


Los ANGELES, CALIF.—An important 
announcement relative to a changed 
merchandising policy which will affect 
all the shoe departments of the Silver- 
wood stores is made by M. Kalsman, 
shoe merchandiser. 

Starting with the Spring selling sea- 
son, only two lines of men’s shoes will 
be carried, Taylor-Made as heretofore, 
and the Florsheim line. Florsheim 
shoes for men will be added to the de- 
partments at the main store on South 
Broadway, and the branches at Holly- 
wood, the Wilshire district, the Uni- 
versity section and at the new store on 
West Seventh Street. 

At the West Seventh Street and 
Wilshire stores, where women’s sports 
wear is carried, beautiful salons will 
be opened for the exclusive sale of 
Florsheim shoes for women. 

H. L. Phol has been selected by Mr. 
Kalsman to assist him in managing the 
women’s departments. For some little 
time Mr. Phol has been managing a 
local Florsheim store and previously he 
was with the Gude shoe store here. 
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Riding Boots 








LARGEST 


BOOT STOCK 
in America 
Domestic and Imported 
For Immediate Delivery 
Men's, Women's, Children's 
Boots for Riding 


Field, Hunting, Aviation 
Alse Jodhpurs & Jodgores 


Complete Catalog 
R-7 on Request 
COLT CROMWELL CO. 
1239 Broadway 
New York City 
524 Santa Fe Bids. 
Dallas, T 
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New Shoe Store for Little Rock 


LITTLE Rock, ARK.—Plans are going 
forward for extensive remodeling after 
January 1 of the building at Sixth and 
Main Streets here to house a new spe- 
cialty shoe store which will be operated 
by Sid H. Bloom. Mr. Bloom has been 
associated with his father, Albert 
Bloom, well-known Little Rock mer- 
chant, in the Albert Bloom & Company 
clothing store, Sixth and Center Streets, 
for a number of years. Sid Bloom will 
be president of the new shoe firm which 
is to be known as Kearns, Inc., and 
which has been incorporated in Ark- 
ansas. Mr. Bloom and his associates, 
who live in the east, will spend in the 
neighborhood of $5,000 in remodeling 
the building for the new store. Plans 
call for a new modernistic store front, 
complete redecorating and refurnishing 
of the interior and the addition of many 
modern conveniences for the comfort of 
patrons. Several lines of shoes will be 
sold and the firm will peepee in wo- 
men’s footwear.” 


BOOT AND 


R. R. Glenn With 


Groves Shoe Co. 


TAMPA, FxiA.—Robert R. Glenn, who 
until recently was representing Tupper, 
Inc., in Florida and other southern 
states, has joined the sales force of the 
Groves Shoe Company of Chicago, IIl., 
and will represent that company in 
Florida, Georgia, Alabama and South 
Carolina. 





ROBERT R. GLENN 


Up until three years ago Mr. Glenn 
was in the retail shoe business in Tampa 
for thirty-five years. When he left the 
retail trade, Mr. Glenn took over the 
Tupper and Middletown Slipper lines 
and was representative of these com- 
panies until his recent association with 
the Groves Shoe Company. 

He started on the road the first of 
this month with his new line, made up 
of novelty and sport shoes to retail at 
a popular price. 


Scholl Increases Ad 
Appropriation 

Cuicaco, Int. — The Scholl Manu- 
facturing Co. at its sales convention 
announced a substantial increase in its 
advertising appropriation for 1937. 
More than 600 newspapers throughout 
the United States will carry the com- 
pany’s advertising throughout the year. 
Sixty magazines are included on the 
schedule, and sixteen trade journals in 
the drug, shoe and medical fields will be 
used. 

The 1937 campaign has been planned 
to run continuously throughout the en- 
tire year with added efforts for sea- 
sonal items in the company’s line, and 
extra promotion for the annual “Dr. 
Scholl’s Foot Week.” The 1937 adver- 
tising campaign is planned to give par- 
ticular attention to promotion for shoe 
dealers. J. A. Wagner is advertising 
manager, and Donahue & Coe, Inc., 
New York, is the agency handling the 
account. 
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JUVENILE 
DEPARTMENT 


s > 
for children’s shoes 
The best-known line of Baby 
Shoes on the market—Mrs. 
Day's Ideals—points the way 
to your juvenile department 
if you sell Ideal Flexible 
hard soles (5-8). They are 
the natural progression from 
baby shoes to the full- 
seers children's shoes you 
sell, 


MRS. DAY’S 
IDEAL BABY SHOE 
COMPANY 








DANVERS, MASS. 

Manufacturers of Fabric—Cushion—Soft Sole— 
Intermediate and 
FLEXIBLE HARD SOLES 
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Clark Store Opened 


Manchester, N. H.—The Clark Shoe 
Store at 988-990 Elm Street opened 
December 12, featuring well known 
brands of footwear. The Clark store 
is the latest addition to a chain. The 
Manchester store is the first in its new 
expansion program. 

With a frontage of 28 feet and 150 
feet depth the store has ample space 
to house a big stock of shoes. Emerson 
shoes for men, Foot Balancer for 
women and Treasure Island shoes for 
children are three lines carried. The 
store will also carry a complete line 
of rubber footwear and hosiery. 

Blue mirror glass fronts trimmed 
with stainless steel with a marquee 
over the entrance attractively trimmed 
with red and blue neon signs make the 
new store attractive. 

The lobby extends 20 feet in from the 
sidewalk and an unique arrangement of 
the show windows has been especially 
designed to display the merchandise to 
its best advantage. The interior of the 
store is decorated in royal blue and 
cream. There is a modern hosiery bar 


for the sale of women’s hosiery. Chairs ~ 


are done in silver and blue while the 
floor is multicolor terrazo. The entire 
color scheme blends harmoniously. In- 
direct lighting adds to the effectiveness 
of the entire scene. Shoes are in shadow 
boxes on the shelves. 
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~THE NEWEST gaan) 


We are constantly alert in our efforts to 


produce better eyelets. The most recent 
accomplishment in this direction is the new 
Diamond Brand Fast Color Eyelet with 


“aluminum barrel” and “roll setting.” 


Its advantages will be fully explained upon 
inquiry. 


UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 


















Ski Boots 


SAW YFR'S 
SKI BOOTS 


R. J. Sawyer, Inc., 2 Main St#., 





Riding Boots 








ENGLISH 
RIDING 
BOOTS 


Tan or Black, 
for Ladies and Men 
Write for new catalogue to the 
English Bootmakers 


MANFIELD: & SONS 
1636 Ranstead St., Phila., Pa. 

















Brown Holds Sales Conference 


St. Louis, Mo.—The semi-annual 
sales conference of the Brown Shoe 
Company was held, here on Dec. 15 and 
16 under the direction of sales man- 
agers Clark Gamble and Gillette Welles. 
The opening session of the 200 sales- 
men was given over to speeches by 
John A. Bush, president, on the busi- 
ness outlook, Ed Boneau on credits and 
A. G. White on advertising. Mr. Bush 
stated: 

“Re-armament throughout the world, 
together with improved consumer de- 
mand, have been responsible for the 
rapid rise in price of hides and skins to 
a level two to three times that in 1932. 

“Imports of hides for the last six 
months have been virtually nil. The 
only explanation of this lull in foreign 
trade is the fact that the re-arming na- 
tions are retaining all the hides they 
can produce, while at the same time 
prices abroad are as high or higher 
than in the United States. Even the 
vastly increased price on the American 
market does not entice hides and 
leather from foreign shores. 

“The world is in an armament period 
such as that in 1914-1918. Leather is 
used in many war materials such as 


What's New 
New Playtime Shoe 


PASADENA, CALIF. — A new playtime 
shoe has recently been designed and 
patented by William Joyce of the Pasa- 
dena Slipper Company. 

The name of this shoe is Cool-ee, the 
All-Time, Play-Time shoe. This new 
shoe has a specially-constructed pat- 
ented sole. It is insulated against heat 
and cold; designed to tread flat, using 
the entire sole for wear, thus there is 
no shank to break down, and no arch 
to fall. 

Made in twelve basic colors and in a 
great variety of patterns, Cool-ees will 
be worn for all outdoor activities, such 
as deck wear, ’cycling, beach, tennis, 
golf and every resort need. 

Mr. Joyce, in comnienting about this 
new and revolutionary playtime shoe, 
says: “The fashion picture is extreme- 
ly interesting, particularly in women’s 
sports and play clothes. Color is ram- 
pant, styles are extraordinarily inter- 
esting for their well thought out lines 
and simplicity. Black and white prints 
are getting a big play. I felt, therefore, 
that play shoes and sandals would have 
to be well thought out in point of line, 
pattern, and color in order to compli- 
ment the play clothes that women are 
going to buy. 

“Already they have been put on the 
market in such proving grounds as 
Palm Springs, Fla., and cruise shops. 
We believe that these light, comfortable 
fabric shoes, simply designed, will fill 
a very much needed spot in the mer- 
chandising picture of the better grade 
stores.” 





cartridge belts, leggings and shoes, and 
the arming nations are utilizing every 
scrap in this preparation for continued 
peace or war, whichever way you want 
to interpret it. 

“It is very important, however, to re- 
member the economics of the situation, 
and to hold down the price of finished 
shoes to a point where people can afford 
to buy. That is a task left up to the 
manufacturer in spite of the impetus to 
make prices soar. -If prices rise too 
rapidly, there will be the inevitable re- 
sult of slackened demand and conse- 
quent decline in the various branches of 
the shoe business, from the producer of 
hides to the retail merchant. 

“More than 400,000,000 pairs of shoes 
will be produced in 1936, an all - time 
record, according to Mr. Bush. Busi- 
ness has improved markedly in the last 
six months, he declared, and the outlook 
for the coming year may be viewed 
with sound optimism. 

Mr. Bush told the salesmen that it is 
inevitable that prices will go up shortly, 
but pointed out that it is the manu- 
facturer’s responsibility, in spite of ris- 
ing commodity costs, to keep prices 
down to a point where consumers can 
buy. 

“Manufacturers have a triple re- 
sponsibility,” he continued, “that is, to 
the consumer, the worker and the in- 
vestor. He must keep these constantly 
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ELAM'S 


PRE-WELTS 






STYLE 300 
PATENT LEATHER 
SIZES 2 to 8 
Merchants who sell Elam's are be- 
lievers in the retailers’ rule for a 
successful business: choose a good- 
selling line and stick to it. They sell 
Elam's because it's a my line. 
Made to give children long, bene- 


ficial wear. Why don't you look 
into the Elam line? 


F.S. ELAM SHOE CO. 











in mind if he is to maintain a perfect 
economic balance.” 

The Tuesday afternoon session was 
devoted to store plan problems. Tues- 
day night an elaborate style show was 
staged at the White House at which 
was featured a complete showing of 
Air Step and Buster Brown Shoes for 
Spring, on professional models. As a 
lead-off, Buster Brown in person ap- 
peared at the head of a procession ac- 
companied by a sudden and deafening 
noise of sirens and bells. It served as 
a complete surprise as well as a splen- 
did opener for the interesting showing 
of shoes and constructive style discus- 
sion by Jessica Daves, associate editor 
of Vogue, which was to follow. 

The Wednesday sessions were given 
over to conferences with the various 
merchandise managers, a study of spe- 
cial displays and a thorough examina- 
tion of the company’s national .adver- 
tising program for the coming season. 





We Beg Pardon 


_“Eisendrath Calf Is Built Up to a 
Standard and Not Down to a Price.” 
This is the way the line should have 
read in the advertisement of B. D. 
Eisendrath Tanning Co., Racine, Wis., 
which appeared on page 24 of the De- 
cember 26 issue of Boor AND SHOE 
REcorDER. Through an error the word 
“not” was omitted. 
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Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, IIl. 
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Basiness? 


Business travelers appreciate conveniences 
and comfort and service. That’s why you'll like 
the Benjamin Franklin when you're in Phila- 
delphia on business. Big, comfortable rooms; 
marvelous food; smiling, interested service. 
And economical rates...as low as $3.50 a day. 


THE 


BENJAMIN 
FRANKLIN 


SAMUBL EARLEY, Managing Director 


PHILADELPHIA 
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Weyenberg Acquires New Plant 


BEAVER DAM, WIS.—The Weyenberg 
Shoe Company of Milwaukee has leased 
the factory building of the Bear Brand 
Hosiery Company, here, for 10 years 
with the privilege of renewing the lease 
provided that prior to Dec. 31, 1946, the 
company shall have paid $1,000,000 or 
more in wages. Work on remodeling 
the building has already begun and it 
is expected that the plant will be in op- 
eration by Feb. 1, 1937. 

More than 700 applicants for jobs 
have been received by the company up 
to date and it is expected that the an- 
nual payroll will reach $350,000. 

The Weyenberg Shoe Company has 
been running at full time all season 
with a daily output of 18,000 pairs. 

Frank Weyenberg is president of the 
company with Ted Simons, general 
manager and Robert Dempsey, sales 
manager. 


Doubles Shoe Department Space 


BALTIMORE, Mp.— The shoe depart- 
ment of Epstein’s Department Stores, 
3818-20 Eastern Avenue, this city, has 
been more than doubled in size as a 
result of the enlargement of the estab- 
lishment which has just been completed. 
Footwear for the entire family is car- 
ried in the shoe department, which is 
located on the first floor of the three- 
story building. 


Off to the West Indies 


New York— Dominick LaValle, head of 
LaValle, Inc., with his wife and two daughters, 
the Misses Julie and Clementine LaValle, sailed 
Wednesday, December 23, on the Italian liner 
Saturnia, for a Christmas and New Year's holi- 
day cruise to the West Indies and the Panama 
Canal. The above photo was taken just before 
sailing. 





Shoe Company to Move 


Manchester, N. H.— Announcement 
was made by William H. Zeller, secre- 


tary of the Chamber of Commerce, that 
the Evangeline Shoe Manufacturing 
Company of Portland, Me., will move 
to Manchester and begin operations in 
the very near future. 

Mr. Zeller said the Maine firm, a man- 
ufacturer of women’s Goodyear welt 
shoes, retailing at $4 and $5, had com- 
pleted negotiations for taking over the 
entire top floor of the F. M. Hoyt Shoe 
Company building at Lincoln and Sil- 
ver Streets. 

The firm will employ 100 at the 
start and this number will be subse- 
quently increased to 200 people, Mr. 
Zeller said. 

The firm has an output of 1,200 pairs. 
For some time, Mr. Zeller and George 
H. Sanders, chairman of the chamber’s 
industrial committee, have been dicker- 
ing with Max Rothbard of the Maine 
firm to locate here. 


Holds Grand Opening 


Gary, IND.—A grand opening was 
held by the Vanity Shoe Store at 572 
Broadway. The establishment has been 
completely remodeled with modernistic 
fixtures and equipment and the display 
includes not only women’s shoes but 
also hosiery, handbags, house slippers, 
and galoshes. The new store plans to 
specialize in women’s shoes of the mod- 
ern mode made in the wide range of 
sizes from five A to C with combination 
last and narrow heels. 











Men's Shoes 








“HIGHEST GRADE ONLY” 


EAST WEYMOUTH, MASS., U.S.A. 
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Promotion Calendar for 1937 


[CONTINUED FROM PAGE 21] 


cut prices on your Summer shoes too 
early—especially whites. 


JULY 


1, Dominion Day in Canada. 4, Inde- 
pendence Day. 14, Stars and Stripes 
adopted 1777. 

Make the most of a good start, with 
big busy days just before the fourth. 
Stress week-end at home or away. Fol- 
low through with strong action on 
vacation and active and spectator sport 
shoes, Defer mark-down clearances as 
late as possible. Keep sized up on 
staples. 

Department stores record as follows 
for July sales volume in terms of total 
for the year: Women’s shoes, 6 per 
cent; men’s and boys’ shoes, 6 per cent; 
basement shoes, 6.5 per cent. Keen 
promotion ideas that are inexpensive 
to develop are in order. Keep in touch 
with customers gone to the country— 
feature mail and telephone orders. 


AUGUST 


1-5, National Display Week (tenta- 
tive). 9, Frances Scott Key born 1780. 
16, Fall Shoe Opening. 26, Women’s 
Suffrage (19th amendment) 1920. 

Children’s shoes step into the pic- 
ture—back to school and college shop 
promotions are in order. Final clear- 


Timely Rubber Window 








Home Trade Shoe Store of Minneapolis 
used this display of galoshes with good 
effect, advising customers to "Protect 
Your Shoes and Your Health" by wear- 
ing rubber footwear. Now is an excel- 
lent time to feature protective footwear 
in window displays, for stormy months 
ahead should create a peak demand for 
this kind of merchandise. 





ances out of the way to permit special 
attention to August 16, National Fall 
Shoe Opening, introducing new Fall 
shoe styles in a cooperative event, if 
possible. Feature shoes to go with 
Fall sports wear toward end of month. 

Keep after vacation shoes early in 
month. Labor Day comes September 
6, adding extra days to Summer. Fea- 
ture typical student shoe wardrobes of 
needed shoes. Skillful promotion will 
give good build up preparatory to 
September rush. 


4-25, National Open Polo Matches, 
Meadowbrook. 6, Labor Day. 11, Na- 
tional Felt Hat Day (tentative). 23, 
Autumn begins. 18-25, National Dog 
Week. 

Children’s shoes 11.2 per cent. Wo- 
men’s shoes 10.1 per cent. Basement 
shoes 9.2 per cent. Men and Boys’ 
shoes 8.7 per cent. Build up to meet 
local volume peak on school and col- 
lege shoes. Will you have a fashion 
show? Play up shoe style themes and 
style coordination. Active and spec- 
tator sports shoes in the picture. Fall 
brides’ shoes, and formal shoes for the 
new season should be given attention. 
While men’s and boys’ shoes are not 
as strong, they should have consistent 
promotion, as the volume is important. 
Be sure to contact teachers in all your 
local schools. 

Even if you don’t have a regular 
fashion show, try to group your ads 
and displays to emphasize groups of 
styles for definite occasions and cos- 
tumes. 


1, Moving Day in many localities. 
3-9, Fire Prevention Week. 24-31, Girl 
Scout Week. 27, Navy Day. 30, Hal- 
lowe’en. 

Schedule a men’s week early in Oc- 
tober; tie up with new styles right at 
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the beginning of the three best cloth- 
ing months of the year. The world 


’ series comes early in October. Active 


out-door Fall sport shoes in demand. 
Shoe wardrobes for Fall brides are in 
order. Evening shoes for social season 
in demand; Hallowe’en offers a good 
tie-up. What is on the local social 
calendar to make a better one? Wet 
weather ahead—prepare! Rubber goods 
and sturdy shoes. Football fashions. 
Girl Scout Week, the last week. Con- 
tinue to stress style coordination, but 
bring out other desirable features of 
the shoes. October is next to Decem- 
ber in business volume across the 
country; and it should be obtained at 
regular, profitable prices. 


NOVEMBER 


1-6, National Art Week. 2, Election 
Day. 5-11, National Horse Show, N. 
Y. C. (tentative). 7, Red Cross Sunday. 
8-13, Father and Son Week. 8-13, 
School Opening week. 9-13, National 
Fur Week. 11, Armistice Day. 25, 
Thanksgiving Day. 29-Dec. 6, National 
Prosperity Week (Christmas Club 
checks paid). 

Winter ‘sports, hiking, skiing, skat- 
ing, tobogganing, hunting, all demand 
shoes. Don’t overlook basketball and 
bowling shoes. Shoes—at the game 
and after—cold and stormy weather 
needs. Early cruise and Southland 
shoes. A children’s party for Armistice 
Day. Formal shoes. Thanksgiving 
footwear. For the Thanksgiving week- 
end, feature children’s Winter footwear 
needs. Continue style promotions— 
new Winter arrivals. Close-out of bro- 
ken lines featured by many stores. Get 
X-mas advertising and display going 
early. 


21-22, Winter begins. 25, Christmas 
Day. 31, New Year’s Eve. 

December is a good shoe month 
across the board—and such items as 
slippers, hosiery and bags, carried by 
most stores, are at the top of gift 
lists the country over. Get your share 
of this month’s business; tell men how 
easy it is to shop in your store. 

Winter sports create wide demand; 
Southern and cruise shoes to be played 
up, also. Also stormy weather foot- 
wear for stay-at-homes in colder lo- 
ealities. Back up advertising with gen- 
erous merchandise displays in the store 
—and a load of Christmas atmosphere. 
Christmas Day falls on Saturday. 
There are three Saturdays plus a solid 
five-day week just before Christmas! 

Then another 5-day week of vacation 
shoe events, year-end sales, evening 
shoes, north and south resort footwear 
to close a big busy year. 





Health Spot Shoes Featured 


San Dieco, CaALiIr—James E. Foulke 
has opened a corrective shoe store in 
the U. S. Grant Arcade in which 
Health Spot shoes are carried. The 
alliterative slogan of “Foulke’s Fault- 
less Foot Fitting” has been adopted. 
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Relatively few customers of today 
buy merchandise on price considerations 
alone. The shoe buying public, both 
male and female, is style conscious to a 
high degree, and responds to style ap- 
* peal as much in clearance time as dur- 
ing the other seasons of the year. There- 
fore it is important to emphasize style 
in sale advertising almost if not fully 
as much in the copy that appears at 
opening of the season. It is also essen- 
tial to show illustrations of attractive 
styles in your clearance ads, and to pre- 
pare the copy, layout, illustrations and 
typography with such care that the ads 
will reflect the attractiveness of the 
shoes themselves. Bold black type and 
big price figures may have a certain at- 
tention value, but too much of this sort 
of display tends to suggest cheapness 
and may repel customers instead of 
persuading them to buy. 


Ad Layouts Important 


To make the most of your clearance 
sale this month, advertising should be 
planned very carefully with a view to 
attractiveness of appearance and ef- 
fectiveness of style presentation, as well 
as attention value and a proper empha- 
sis on the unusual values offered in the 
sale. Copy should set forth the quality 
of the shoes and the opportunity to prof- 
it by favorable prices. Most up-to-date 
shoe stores are improving the quality 
and sales appeal of their copy from sea- 
son to season, along with the steady 
improvement in retail shoe advertising 
generally, and this fact can easily be 
verified by referring at random to al- 
most any group of shoe sale ads in the 
newspapers of any important retail 
‘center. Most of the shoe copy pub- 
lished this season is bright, crisp and 
readable. For example: 

“Eleven lines of world-famous shoes 
that must be moved,” says Wetherby- 
Kayser in an ad featuring a sale of 
men’s shoes. “Prices have really been 
slashed. Lasts for every foot—every 
size! Styles for every taste! Prices 
for every budget! Be early, for these 
will walk right out! Men’s W-K Shoes, 
our own brand, clearance - priced! 
Choose from brogues—plain calfskin— 
black, brown, in a wide variety of lasts 
and sizes! ‘You'll save materially and 
be well shod through the holidays.” 

“Hurry! Hurry! Hurry!” urges 
Blach of Birmingham in an advertise- 
ment devoted to this store’s semi-an- 
nual footwear sale, featuring suedes, 
lizards, alligators. “These fine shoes 
are going even faster than we'd antici- 
pated. Suedes, lizards, alligators, cloth, 
calfskins, bucko, everything! And ata 
fraction of their former price! Here 
is your opportunity to find shoes for 
every dress!” 

“Thousands of pairs of lovely styles 
at these low prices,” proclaims Chis- 


holm’s of Toledo in an ad announcing 
a sale of suedes, fabrics and patent 
leather footwear for women. “Scores 
of charmingly youthful styles. Delight- 
ful details that lend a glamorous vivac- 
ity to sleek, fine suedes, to flattering 
fabrics, to superb kid leathers! Don’t 
miss this opportunity to buy really fine 
footwear at prices ordinarily quoted on 
shoes of inferior quality!” 

“Hanan, for years, has made it a 
traditional custom to give its custom- 
ers at all times an opportunity to buy 
at prices that offer an extremely fair 
equivalent in value.” So says the Hanan 
store on Olive Street in St. Louis, in an 
advertisement announcing annual De- 
cember reductions. “And at certain 
times throughout the year, it has been 
our policy to offer reductions on these 
fair prices because of special inventory 
and stock-taking conditions.” The ad- 
vertisement was illustrated with two 
styles in women’s fashion shoes and 
announced a clearance price range of 
$6.85 to $9.65 for the sale. 

Meanwhile, Swope’s, also of - St. 
Louis, advertised reductions to $5.45 on 
Fall shoes originally priced up to 
$12.50. “A wide selection of our finest 
custom-made creations,” said the ad- 
vertisement. “Grand styles for now and 
all Winter—in black. and brown suede, 
black, brown and blue kid, gabardines 

. also some evening shoes! Sizes are 
necessarily incomplete.” 


From Fifth Avenue Stores 


Advertising a sale of women’s lizard 
shoes, formerly priced from $14.50 to 
$18.50, Saks Fifth Avenue, New York, 
calls lizard “the ideal leather for Win- 
ter wear in pump, strap and oxford 
models and in all the popular heel 
heights.” And Lord & Taylor, another 
Fifth Avenue store, tells of clearance 
values on shoes formerly selling from 
$12.75 to $16.75, now marked at $8.85. 
“Important savings here,” the ad points 
out, “for these 2200 pairs of smart 
shoes are from our regular stocks, and 
include all the desirable daytime types 
for immediate wear. Oxfords, operas, 
strap pumps, step-ins. Suede, calf, 
Bucko-calf, patent. Black, brown, col- 
ors. All sizes, but not every style in 
every size. Sorry, no mail or phone 
orders.” 

Meanwhile Macy’s advises its femi- 
nine customers to “Fling your old shoes 
at the old year” in a novel evening foot- 
wear ad. “There are only two things 
expected of an evening slipper,” this ad 
goes on to say. One is that its heels 
flash as you ‘whirl in the arms of song 
—the other is that its toes twinkle as 
your skirt swirls. An old evening slip- 
per can do neither. Its toes are too 
soft, its heels too scuffed. But don’t 
worry. You still have time to buy new 

[TURN TO PAGE 42, PLEASE] 





WITH A FENCE 
AROUND, IT 
ff Cm, 


SEHVICE 


WOULD BE WILLING AT 


HOTEL LENNOX 
IN SAINT LOUIS 


We expect you, our guest, to have your 
whims. To want to be humored. To want 
to be catered to. We expect you to crave 
more than the comforts of home in this, 
your home in St. Louis. Every Lennox 
employee is brought up with a con- 
sciousness of this hétel’s accent on 
service. You'll sense this in your every 
contact here. 

Fine Food is another reflection 

of the will to serve better. 


RATES 


50% of all rooms rent for $3.50 or 
less, single; $5.00 or less, double. 


9TH & WASHINGTON, ST. LOUIS 
Within 1 Block of Hotel Mayfair — under same management 
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| Designed to Relieve Metatarsal 


Men's Slippers 


FOR MEN ONLY! 
The Mond! Bootee 


Ne. 884 Brown sheepskin, 
natural sheep or beaver cuff, 
with outside counter pockets. 
izes 6-12. 





Mond! Manufacturing Co. 
Oshkosh, Wis. 











Features That Sell Shoes and 
Profit Making Accessories 


[CONTINUED FROM PAGE 32] 


Doctor Stabilizer-—Balanced 
Control Shoe for Men 


The new Dogor Stabilizer offers to 
the low-arched or flat, broken-down 
foot, a wealth of new comfort and pro- 
tection never before offered in any shoe 
at any price. The combination of a 
light-weight tempered spring steel 
shank—the moulded leather os calsis 
stabilizer and cuboid balancer—super- 
imposed and pegged firmly in the arch 
—provides a rigid support and elimi- 
nates the necessity of heavy arch sup- 
ports. New lasts, developed by a 
leading authority—permit the toes and 
the anterior arch freedom and exer- 
cise—prevent running over—and as- 
sure natural foot action in every step. 
The shoe is made by Racine Shoe 
Manufacturing Co., Racine, Wis. 


Conditions 


More than 75 per cent of the women 
who come into the average shoe store 
are tortured by metatarsal callous 
pains. fe 

Trimfoot, the world’s largest selling 
metatarsal insole, is designed to relieve 
burning, stinging pains across the ball 
of the foot and provide a maximum of 
foot relief in properly fitted shoes 
instantly. 

Trimfoot is easily applied in a few 
seconds. Simply check size of shoes 
with size of Trimfoot, pull off the paper 
protecting the special adhesive and slip 
Trimfoot into the shoe. 


Phantom Shoe Shows 
Stylizer Features 


While Stylizer shoes have won na- 
tion-wide renown for their slogan “Step 
Into the Shoes of a Manikin,” and for 
a highly popular dealer advertising 
programs, the technical- minded shoe 
man is also apt to be keenly interested 


in the “phantom shoe” with which the 
many comfort features of the line are 
illustrated. 

This phantom shoe is believed to be 
unique in the field. It demonstrates be- 
yond any question of doubt why the 
Stylizer line is so consistently the favor- 
ite of manikins, stage and screen stars, 
and other women who are required to 
spend a great deal of time on their feet 
—yet who cannot afford...to sacrifice 
style for comfort. 

The phantom shoe is actually an 
artist’s X-ray view of one of the popu- 
lar numbers in the Stylizer line. Each 
important comfort feature of the shoe 
stands out boldly and is almost entirely 
self-explanatory. Particular stress is 
placed on the two “Vibra-Sorbers,” the 
Arch Cradle, and the Spring Flex 
Shank. 

Stix - Altman - Weiner, Inc., Cincin- 
nati, Ohio, manufacturers of the 


“9 


Stylizer line, report that dealers the 
country over have been favorably im- 
pressed by the comfort features in- 
corporated in the Stylizer Manikin 
Model lirie for the 1937 Spring season. 
Important Stylizer outlets added during 
the past few months include: Gimbel’s, 
Mandel Brothers, The Bailey Co., Hale 
Brothers, Frank & Seder, and numerous 
other firms in metropolitan centers and 
smaller towns. 


Shop Opened With 
Novel Promotion 


PORTLAND, ORE. — Lipman Wolfe’s 
large department store of this city 
opened last month a specially created 
Shirley. Temple Shop, pushing to the 
fore Shirley Temple footwear, house 
slippers, Russian booties and other soft 
comfy shoes for little tots attracted by 
the glamour of the tiny movie star. 

One of the distinctive features of the 
new shop, which was opened at the 
height of the Christmas shopping sea- 
son, was the sending of a telegram to 
the little actress. An enormous tele- 
graph blank was prepared to be sent 
to Shirley Temple by the boys and girls 
attracted to the store. Youngsters pur- 
chasing house and comfy slippers with 
their parents were proud to pen their 
names to the best-wishes wire. 


Smart Ads for Sale Season 


[CONTINUED FROM PAGE 41] 


dancing shoes for New Year’s Eve. 
Hurry down to Macy’s where we have a 
collection that blazes with gold and 
silver and rich brocades. You even have 
time to buy our satins and have them 
dyed some specially subtle and divine 
color.” 

And, simultaneously with clearance 
ads and evening footwear promotions, 
the first of the Southern footwear ad- 
vertising begins to appear in the New 
York papers. Bonwit Teller, for ex- 
ample, refer to the “Southern Vogue 
for Bright Shoes, notably omitting toes 
and heels.” The ad explains that “these 
are Palter DeLiso’s new sandals for the 
1937 Southern season. In the increas- 
ing vogue for bright color—and for toes 
that show your gossamer beige hose. 
The type of shoes above all others that 
require fine, silky leather, carefully de- 
signed lasts, delicacy in detail. In a 
word, the custom look that you love in 
Palter DeLiso’s gem -like sandals.” 
Sketched to illustrate this advertise- 
ment are two striking sandals and an 
unusual open-toe oxford. 

And Ansonia advertises shoes “for 
Cruise and Southern wear” at $5.98, 
saying: “Our most exciting Southern 
and Cruise Footwear brilliantly an- 
swers your every call for that ultra 
smartness and superb quality that has 
made Ansonia DeLuxe shoes famous. 
Unless your shoes are comfortable, your 
vacation can be completely ruined. 
You'll enjoy it to the utmost in Ansonia 
Shoes.” 
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You ATL Mahe those 


VITAL SAVINGS 
low ... DY USING 


UAC 


FOUIPMENT 
FOR CEMENTED SHOES 


LVITED SHOE WACHINERY CORPORATION 


Ue ee ee 











When writing advertisers please mention Boot and Shoe Recorder 








JANUARY 


ARE NOW 
READY 


The January price ticket 
is in white, blue and gold 
and has adequate space 
for wording or stock 
number. 










Freshen up your New 
Year window display with 
harmonizing show cards 
» and price tickets. The 
January show cards are 
now ready in an attrac- 
tive and seasonal design 
in gold and blue on a 
snowy white background 
and bear messages per- 
taining to style, quality, 
protective footwear, and 
January Clearance Sales. 


CARD HOLDERS 


Two styles are available; 
Natural wood finish or 
oval. base — burnished 
gold — three color trim. 
These modernistic holders 
take any size card, and 
harmonize with the finest 
window display fixtures. 
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Everyone Passing 
is a Possible Prospect | 


SELL THEM 






DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 







14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 
women's hosiery store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35¢ each 








ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 






WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $6.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 


Polly Clips 
Pouy Cup for Price Tickets—Adjustable— 
for Price Tickets Tilt at any angle. 

















Wo gross .............. $2.25 a | 
ee ELE Cre oe Pere $4.00 

Polly Shoe Holder # F 
To display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. esceccaea 
Yo dozen ............. $1.65 















Tickets 
for shoe cartons. Cyclone clips 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 


12 dozen (printed or blank) 
6 oo Li Ld 























(Cross out 


We wish IMPRINTED TICKETS @ 35¢ per fifty, in following 


quantities and denominations: 


wees ems eces op be eeeeesesessee 


Combination of one gross Polly 
Clips and one gross Arrows, only 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 





CARD 


We sell Men’s, Women’s, Children’s Shoes and Women’s Hosiery. 


- STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


SHOW 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. ° 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35¢ per fifty, additional. 


lines not carried.) 
STORE NAME 


Oe ee errr 


for 





For 


SERVICE | MONTHLY TICKETS 
Ne. | $5.00 100 


Ne. 2 4.00 100 





subscribers 


must be drawn on U. S. 





ANNUAL 
per year, payable 
additional 


+ per month. 


cash in advance, full year’s 





card holders. 


foreign 


Ne. 3 


month 
each month’s service deliv- 








banks, or include exchange. 
per 


For this service we will pay 
service, 5% discount. Checks 
If for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
der, we agree to pay $1.00 
ered, and agree to return the 

















$ 
from 





FOR 








MERCHANTS SERVICE DEPARTMENT 


) 
} OR 5 Cae Os Ae 2p Op ee ee ia if 
INCREASED BUSINESS BOOT & SHOE 
TCC OV AEN 


/Macl (ovpo Wow/ 209 S:STATE ST: CHICAGO: 




















i 
: 
i 








. IMPRINTED 


TICKETS, at 35¢ per fifty, 





--» consisting of 
+--+. card holders (with 


the first month’s service), 
additional. 











“R”: Pale yel- “QO”: White “P”: White 
low board. De- board; design board. Design 
sign in me- in two shaJe- in turquoise 
dium blue. of green. blue and rose. 


beginning with JANUARY, 


continuing monthly for one 
blank tickets each month, 


P'ease enter our order for the 
year, for Card Service 


Recorder ‘Selling Messages,” 


COUPON 


style, yellow 


ps Ee Size: 1Y2” x 234”—Prices on opposite page. 
design. - 
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CLassigted) and Wart td’ 





SALESMAN WANTED 


SALESMEN WANTED 


HELP WANTED 











ATTENTION! ! 
SALESMEN ! 


Opportunity for live wire Representa- 
tive with an established following, to 
represent the largest house featuring 
and specializing in Stylish Stouts and 
Corrective Footwear, as well as 
Sports, Spectators and Opera Pumps. 
The following Territories are opened: 
State of Ohio, State of Wisconsin and 
surrounding territories, and the South- 
eastern States. 
In reply give all details as to experi- 
ence, following and references. 
Address F-181, care 
BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 








UNION MADE 
MEN'S HEAVY SHOES 


Open territories, Indiana, [Illi- 
nois, Iowa, Oklahoma, Kentucky, 
Virginia, Nebraska and Kansas. 
Straight Commission Bases. 


NORTH LEBANON SHOE FACTORY 
Lebanon, Pa. 








Long established Boston wholesaler needs 
experienced shoemen. Men’s, boys’, dress and 
work $2 and $3 retailers. Must have estab- 
lished trade. Can carry non-conflicting line. 
Territory open: Maine, N. H., Vermont, New 
York, Kentucky, West Va., Tenn., Northern 
Illinois, Minn., Indiana, Michigan. 
Address F-188, care 
BOOT & SHOE RECORDER 
140 Federal Street, Boston, Mass. 











MANUFACTURER making and _ stocking 
Ladies’ Novelty Sandals to retail for $1.00. 
Wants live wire lesmen to sell department 
stores and well rated retail accounts on straight 
attractive commission basis. Reference required. 
Address F-149, care Boot & Shoe Recorder, 
140 Federal St., Boston, Mass. 


SALESMEN Sideline—territory open in Michi- 
gan, Minnesota, Iowa, Nebraska, Illinois. 
Ohio, Indiana for an outstanding men’s medium 
riced Goodyear Welt dress shoe with the Union 

abel made by a Cooperative Association. De- 
pendable men with following have chance for 
permanent connections shortly. Commission basis. 
All information will be held confidential. Give 
history and present connections. Address F-184, 
care Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





UNUSUAL Display Stand Proposition! If 
you call on General Stores, write Box 475, 
Marietta, Ohio. 





HAVE following territories open for salesmen: 
Baltimore and Washington; Upper New 
York State. Ladies’ Novelty Shoes $2.00 to 
$4.00 retailers. Strictly commission. Submit 
full experience and references. Fried-Cole Co., 
Inc., 134 Duane St., New York City. 





POSITION WANTED 





PRODUCTION MANAGER—Experienced in 
manufacture of white shoe polish. Manutfac- 
turer with AAAI rating, 60 years’ successful 
experience in allied lines has excellent oppor- 
tunity for man qualified to handle production of 
shoe polish. Give experience, age, salary desired 
and complete information in first letter for prenet 
consideration. Address F-190, care Boot & Shoe 
a apa 239 West 39th Street, New York, 





LINE WANTED 


AMBITIOUS young man age 24 with initiative 
and large contact with retailers, desires a 
baby shoe and growing girls’ line. Address 
F-189, care Boot & Shoe Recorder, 209 South 
State St., Chicago, I 








A LINE of medium-priced Women’s Novelty 
Shoes or a fast-selling line of Boy’s Shoes 
to sell in Chicago and surrounding towns. Have 
covered this territory for past 15 years and am 
acquainted everywhere. Address -F-185, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








A CAPABLE ASSISTANT TOA 
BUSY EXECUTIVE 


A man you can admirably use. A man 
you can thoroughly rely upon. .A dili- 
gent worker who can relieve you of 
the endless number of details you are 
troubled with. A young man—25—but 
thoroughly seasoned in shoe making 
and shoe selling. University graduate. 
Trained abroad in the managing and 
directing of a retail shoe organization. 
Has been in this country two years. Is 
now employed in the shoe industry. 
His executive capabilities and constant 
energy will make you happy you hired 
him. Get in touch with this unusual 
shoe man through .. . 


Address F-187. care 
BOOT & SHOE RECORDER 
239 West 39th Street 











WANTED— Experienced salesman for New 

York State to represent a well known line 
of juvenile footwear on straight commission. 
Address F-182, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





FE, XPERIENCED salesman wanted for Mary- 

land, Washington and Virginia to carry a 
complete line of childrens, misses, growing girls 
and boys shoes to sell at popular prices. Address 
F-183, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








ALESMAN—18 years experience among vol- 

ume buyers—desires line of shoes or slippers 
from responsible manufacturer. Address F-186, 
care Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





WANTED TO PURCHASE 








Buyers of Surplus Stocks 
tt SS Se een, 2 ate ete At em 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 

106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 5181 





HELP WANTED 


SUPERINTENDENT to take complete charge 

of factory making sandals to retail for two 
dollars. Experience in this field and ability to 
handle factory of five hundred people essential. 
This is an unusual copertuaity for an experi- 
enced sandal man. Address F-177, care Boot & 
eed ae gid 239 West 39th Street, New 

ork, N. Y. ‘ 











WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick. Vital- 
ity, Arch Preserver, rf ity, Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Ete. 

IRVIN BUBIN 

“The House of Jobds”’ 

89 Reade St., Cor. Church 

Phone Barclay 7-7887 New York City 

















mum charge, 7. 
address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
5 cents. For all other classified advertisements the rate is 7 cents per word. i 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
Ss Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@pPg 


Minimum charge, $1.25. 
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BUSINESS OPPORTUNITY 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 








Herman A. Greiff 


SHEBOYGAN, Wis. — Herman A. F. 
Greiff, 44, local shoe man, died De- 
cember 16 in a local hospital. Mr. 
Greiff was employed successively at the 
Berliner Shoe store, H. C. Prange Co. 
and the Sell Brothers’ store, where he 
was manager of the shoe and men’s 
furnishing departments. In 1919 he 
went into business for himself at 1635 
Michigan Avenue. He is survived by 
his wife, his mother, three sisters and 
two brothers. 


_—_—. 


A Guide to Taxes 


New YorkK—This year the corporate 
executive who handles taxes has a prob- 
lem altogether different from the one 
he faced last year. 

In the first place, the 19386 Revenue 
Act has introduced an entirely new sys- 
tem of taxation. There are new ques- 
tions, new tax situations to be taken 
care of ... there are many more things 
to think of in filing a return .. . there 
are many more chances of error. 

What are you going to do about the 
tax on undistributed profits? 

What can you do to keep your excess- 
profits tax down to a legal minimum? 

Do you know the effect of capital ex- 
penditures on your income tax? 

Do you know how to distribute your 
earnings in dividends without disturb- 
ing your cash reserve? 

Do you know how to treat such mat- 
ters as installment sales, abandonment 
of obsolete assets and capital gains and 
losses? 

How you handle these and similar 
- matters can make quite a difference in 
your tax bill. 

For the past fourteen years the 
Prentice-Hall Federal Tax Course has 
been showing taxpayers how to obtain 
the benefit of every allowance and de- 
duction provided by law. It has helped 
the taxpayer to avoid errors and ex- 
cess payments—it has pointed the way 
to substantial savings. 

The Tax Course is a compact, easy- 
to-use volume of about 950 pages, pub- 
lished annually. It is indexed for ready 
reference and plentifully supplied with 
illustrations of actual tax situations. 
There are 300 of these illustrations— 
800 problems with solutions, each rep- 
resenting a typical business trans- 
action. The book costs $10 and can be 
purchased from Prentice-Hall, Inc., 70 
Fifth Avenue, N. Y. 


Thomas J. Lawler 


BuFFALO, N. Y.—Thomas J. Lawler, 
pioneer in the sole leather industry in 
the United States and whose leather 
products were awarded gold medals 
at three international expositions, is 
dead. Born 82 years ago in Jefferson- 
ville, Pa., Mr. Lawler early became 
associated with the Coudersport Leather 
Co., of Coudersport, Pa., sole leather 
manufacturers, owned by his father. 

In 1895 the business was consolidated 
with the United States Leather Co. and 
Mr. Lawler continued as general man- 
ager of the original plant to which he 
succeeded after the death of his father. 
Retiring from active business 30 years 
ago, Mr. Lawler and his family moved 
to Buffalo. Last year he and Mrs. 
Lawler celebrated their 50th wedding 
anniversary. 

Mr. Lawler’s leather products were 
awarded gold medals at the Paris Ex- 
position in 1899; the Pan American Ex- 
position in Buffalo in 1901 and the St. 
Louis Exposition in 1904. 

Besides his widow, he is survived by 
five daughters, three sons and a brother. 
Funeral services were held in St. Vin- 
cent de Paul’s church of which he was 
a member and burial was in Mt. Olivet 
cemetery. 


Sees Possible Price Advance 
of a Dollar a Pair 


NASHVILLE, TENN.—The stockholders 
of the General Shoe Corporation met in 
annual meeting December 22 and all 
directors of the company were reelected 
for the coming year. 

J. F. Jarman, chairman of the Board 
of Directors, commented on the splen- 
did record that the company had made 
during the fiscal year ending October 
31, sales of the company showing a 54 
per cent increase over the previous 
year. Expressed in pairs, the General 
Shoe Corporation increased production 
of shoes over a million pairs. The Gen- 
eral Shoe Corp. is now the largest shoe 
manufacturer in the South, and one of 
the five or six largest in the United 
States. 

Mr. Jarman also reported that sales 
during the month of November, the 
first month of the new fiscal year, were 
39.9 per cent higher than for the same 
month a year ago. Orders were report- 
ed coming in for the Spring season at a 
very satisfactory rate, and it was ex- 
pected that the company would continue 
to show increases during the coming 
year. 

Mr. Jarman reported that there had 
been very strong advances in leather 
prices. While the General Shoe Corp. 
is well protected on leather at the pres- 
ent time it is expected that shoe prices 
will have to be advanced some time in 
the near future. Some of these ad- 
vances will go into effect on shoes that 
will be sold during the coming Spring 
months, and doubtless all shoes will be 
higher priced during the Fall months. 
The advances may be as much as $1 
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per pair within a year from now due to 
higher leather, materials, and supplies 
costs. 

At the annual meeting of the Board 
of Directors immediately following the 
meeting of the stockholders, all officers 
of the General Shoe Corp. were re- 
elected. 


Slipper Sales Top '35 High 


BALTIMORE, Mp. — Baltimore shoe 
shops, department stores and specialty 
shops registered this year a slipper 
business that represented a substantial 
gain over the corresponding period of 
last year, and according to merchants 
this Yule’s slipper volume has been the 
best in recent years. A very interest- 
ing feature, it was pointed out, was the 
definite trend towards slippers in the 
higher brackets. Instead of trying to 
see how close to a dollar a pair of slip- 
pers could be bought, as in recent years, 
customers, both men and women, show- 
ed a preference for slippers selling 
from $2 and up with a fine volume in 
slippers selling from $3 to $5. 

As in years past the better stores, 
particularly shoe shops, specialty shops 
and department stores, which cater to 
the better clientele, did their best slip- 
per business in the better grade of mer- 
chandise, both in men’s and women’s. 

Bootees were quite popular in the 
gift buying activities of men, though 
d’Orsays in various styles and of equal- 
ly various materials were in much 
favor. Other women’s slippers were 
sold in goodly volume to both men and 
women customers. 

Leather slippers found most ready 
sales with the woman who selected 
slippers as the gift for her “boy” 
friend, husband, father, son or brother. 

Some of the department stores had 
slipper sections on the main floor as 
well as in the shoe department, as did 
Stewart & Company, May Company, 
and others. Hutzler Brothers main- 
tained a “Slipper Box” in their down- 
stairs store. Hochschild, Kohn & Co. 
made effectively good use of its slipper 
section in its shoe department. N. 
Hees’ Sons, Wyman’s, Dalsheimer’s, 
Zimmerman’s and other leading ex- 
clusive shoe shops featured attractive 
slipper sections for the Yule slipper 
business. 


William T. Eccles 


CoHoges, N. Y.—William T. Eccles, 
who conducted the Eccles shoe store in 
this city for nearly 30 years until his 
retirement from active business some 
time ago, died at his home here a few 
days ago following a brief illness at 
the age of 93 years. At the time of his 
death he was considered one of the old- 
est members of the Masonic Lodge in 
the Empire State, having been affiliated 
with the order for half a century. 
Funeral services were conducted in Co- 
hoes, and he was buried in Oakwood 
Cemetery at Troy, N. Y. 
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Getting Past That 
60 Pair Bug-A-Boo 
[CONTINUED FROM PAGE 17] 


way to show 60 pairs of shoes was to 
elevate them on towering fixtures— 
and that is still the method that 
obtains today! Except in higher-priced 
shoe shops and in department stores, 
these shoe-on-stilt displays are ram- 
pant. It is a method so firmly im- 
planted i: merchants’ minds that it 
will take gradual coaxing and slow 
pressure to show them differently. 
However, I believe that this kind of 
shoe display will be something of the 
past in two or three more years. When 
merchants discover to how much bet- 
ter advantage they can show their 
shoes without these skyscraper fix- 
tures, they will quickly abandon them. 
The sooner this happens, the sooner 
will shoe displays catch up with the 
outstanding progress made in other 
fields of display. 

This change will not occur over 
night and neither will it occur without 
conscious effort on the part of dis- 
play men. It can be accomplished, 
however, gradually and with a minimum 
amount of worry and apprehension on 
the part of the merchant—in fact, it 
can. almost be done without his real- 
izing it. How? By gradually incor- 
porating into the display itself the 
necessary support for the shoes. In- 
stead of merely creating a decorative 
background for the shoes which is 
hung on the wall—leaving the shoes 
to take care of themselves—make the 
display itself support the shoes. 

We have seen the gradual develop- 
ment of this kind of display. Observe 
the photograph of window showing the 
heads of the “three ladies.” Person- 
alities in shoes are the gist of this win- 
dow. Beautiful style figures attract 
the feminine eye. There is a complete 
and unmistakable tie-up between the 
copy and the merchandise. The shoes 
are elevated right on the display pieces 
in an interesting graduation of shelves. 
Every pair of shoes is not only dram- 
atized, and enhanced in beauty—but 
every pair of shoes is visible. 

In this window I feel that we are 
doing complete justice to all 60 pairs 
of shoes—and that is a long order! It 
illustrates the principles applying to 
mass shoe display which I have out- 
lined above, namely: 

1. The background for the shoes is simple 
in design. 


2. It provides a light background drama- 
tized and intensified by a frame of bright 


color. 
3. It completely and unostentatiously 
supports the merchandise, allowing the 


merchandise completely to captivate and 
hold the customers’ attention. 

There are, of course, many other 
principles to be taken into considera- 
tion in this particular type of display, 
but these are three main technical fac- 
tors, which if given careful thought 
and consideration, should contribute 


greatly to the effectiveness of the 60- 
pair-per-window shoe display. 
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A Buying Guicle 


BOOTS AND SHOES» 
BROOKS SHOE MFG. CO., Philadelphia Pa...........00 00. cece ccc ccc cece eee 40 
BROWN SHOE COMPANY, St. Louis, Mo. ..............0.0006 Feb PS a 0S WEE ASE 35 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass............... ccc ccececeueee 40 
COLT-CROMWELL CO., New York City.........0.0.cccccceceeuecececens pale Selah 36 
CONNELL, J. M., SHOE CO., S. Braintree, Mass...........cccccccceccucccececes 36 
A TG, SOR CO. Rochetter, N.Y. 8. cs fe eRe 38 
ENDICOTT-JOHNSON CORP., Endicott, N. Y........... 0. cece ccc ccecccecceeecs 6, 7 
KRIPPENDORF-DITTMANN CO., Cincinnati, O........... 0.0.0 cece cece ceececuceees 8 
WRAINTIORED Or GEE PONGUOIONIG, POs cock. ccc ceca cnc seach uece lideceuanse 38 
RR, MO MER AMNION WIR noo oo oo 5 cy aces oe ce cgenitic ses ucapeninaee vs 42 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass................0.0ccceceeeees 36 
MUSEBECK SHOE CO., Danville, Ill.............0.cc0ceeeeeecees iid 5 
Se es. is sie, Mg PON BS on. vei ow OG os hae SSH RN aees beadibas. 38 
UNITED STATES RUBBER PRODUCTS, INC., New York City................. Front Cover 
LEATHER AND OTHER MATERIALS 
COLONIAL TANNING CO., Bosron, Mass........... 000 ccc cc ece ccc cceecceecenes 4 
EISENDRATH, B. D., TANNING CO., Racine, Wis...................-.0eeuee 3rd Cover 
ENGLAND WALTON CO., Boston, Mass............cccecececececucececuctcucncs 34 
ensaeenc, 0G rine ie a 8 AR BR PES. (OSE 1 
GOODRICH, B. F., RUBBER CO., Akron, O.............. ccc cece eee ceeee . Back Cover 
ReGen RIM, ONG, ONES 6. o.5. 8:8 5.0 aaah Nba EE Aik PERC ale es CReR OR 23 
REVOR; Ga. GGG, 1G, Wow Vork City. 0 ea ak 2,3 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis....................0.0-. 2nd Cover 
UNITED STATES RUBBER PRODUCTS, INC., New York City...............0..000..000.. 25 
STORE EQUIPMENT AND ACCESSORIES 
Ne rn I OG icra a oN oc cb cda a teak oe ee pba Oc he «ar 31 
MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
UNITED SHOE MACHINERY CORP., Boston, Mass...................0..... 10, 29, 37, 43 
MISCELLANEOUS 

BARIS SHOE COMPANY, New York City es. i.o oo onccic ck cnehecce eo ceccissccies scleas 46 
HOTEL BENJAMIN FRANKLIN, Philadelphia, Pa.............00.. 00. cc cee cece cece 39 
SOR es OR Is oa oa ois WC eo hoc boee ia eho div nepacticocese 39 
Sree Sg: le AI nok bas ic Manag to nc Bepidans ceides spade shvessy 4i 

4 


IRVIN RUBIN, New York City pS Aue Wise peed gp VOUL Sas Ook 6 cui colds hue p oe 
KIRSCH-BLACHER CO., INC., New York City........... 00. c cc ccc cece eececeeere 4 
STEPHENSON LABORATORY, Boston, Mass................. 002 ccc ccc ee ccceeceus 
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KALI-STE TKS 


8820—In Stock 


All-over Black Calf One Eyelet 
Tie, Cordovan Sole, French Toe, 
12/8 Square Leather Heel. 
=n AA, A, -B & 
36 Last 
£960--Sene in Brown Calj. 


REEP GOOD FEET 


styling, in the excellence of mate- 
rials used and in craftsmanship, 
Kali-sten-iks shoes are made with 
one intent, namely, that they shall 


_ Gilbert Craftsmen and Styl- 
ists carry thru on producing nice 
shoes that are sure to give pleasure 


and delight to beautiful girls in 


their teens and which reflect the 
style elements these girls see in 
their Mother’s dainty footwear. In 


be a Capital Asset for your store, as 
a leader and as a means for adding 
to your loyal customers. 


The Gilbert Shoe Co. 
New York: 541 Marbridge Bldg. 


wt Su 
qo! 5% 
“0, 


THIENSVILLE, WISCONSIN 
Los Angeles: Hayward Hotel 


ge 
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fe, lek Laud 
ay aay? 


for Spaulding Counters 
give him Happy Heels 


Jack Robell is no shoe expert, but he’s precision-minded. 
He understands and appreciates good workmanship. 
He has learned from experience that good-fitting, com- 
fortable heels—with Spaulding Counters—are a sure sign 
of good fit and good workmanship in other parts of the 
shoe. Because every Spaulding Counter is accurately 
molded to the exact measurements of the last, it insures a 
good, snug fit at the back and under the ankle, no sagging 
or bulging after a little wear, no slipping, sliding and 
blisters. Quality materials and high precision stand- 
ards all the way through make Spaulding Counters 
the only logical—and safe—choice for volume shoe 
production. For uniform neatness, straight back- 
seams, lasting comfort—and satisfied customers— 
you can’t afford less than Spaulding quality in your 


fe 
FAULDINGY 


ounters 


“Made in North Rochester, N. H. 





NO OTHER PART OF THE SHOE MEANS $0 MUCH. ..AND COSTS $O LITTLE 
When writing advertisers please mention Boot and Shoe Recorder 
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SPRINGTIME NOVELTIES in WHITE 


by Endicott Johnson 


There's a little bit of everything that's smart and new 
in this latest line of Endicott Johnson Women's 
Novelty Shoes. 


Each pair is designed to appeal to the modern young 
woman who must have the last-word in modish white 
footwear at a price that she can well afford. The real 
charm of this Endicott Johnson line lies in the fact 
that it is a perfect combination of these two quali- 
ties. 


Without a doubt this novelty line of whites is a "sure 
thing'’ for the Spring Season. Its wide variety of 
styles will attract women to your store and it is one 
of the most saleable lines that Endicott Johnson has 
ever offered to their dealers. 


Don't fail to include this outstanding line in your 
Spring order! Send us your requirements today to 
assure immediate shipment! 


4501—White Cabretta Gypsy 
Step In Pump, White Calf Lac- 
ing, 14/8 Square Cuban Heel, 
Cem Pro Construction. Sizes 
3/9, Widths AA, B, C.. $2.00 


4503—White Cabretta Gypsy 
Monk Strap, Tan Calf Quarter 
Panel and Vamp Lacing, 17/8 
Tan Cuban Heel, Cem Pro Con- 


4515—White Calf Three Eyelet 
Tongueless Tie, Nickel Eyelets, 
20/8 Continental Heel, Cem 
Pro Construction. Sizes 3/9, 
Widths AA, B, C 


4513—White Cabretta Gypsy 
Strap, White Calf Lacing, 20/8 


Continental Heel, Cem Pro 


Construction. Sizes 3/9, Widths 
$2.00 


4519—White Nu Buck, 4 Eyelet 
Oxford, White Calf Tip and Fox- 
ing, 17/8 Continental Heel, 
Cem Pro Construction.. Sizes 
3/9, Widths AA, B,C... $2.00 


4520—Tan Calf Tip and Foxing. 


4512—White Nu Buck Five Eye- 
let Tongueless Tie, 17/8 Square 
Cuban Heel, Cem Pro Construc- 


tion. Sizes 3/9, Widths AA, B, 
C 


struction. Sizes 3/9, Widths 


4502—Alll White Cabretta. 


4506—White Cabretta Gypsy 
Monk Strap, 14/8 Square Cu- 
ban Heel, Cem Pro Construc- 
tion. Sizes 3/9, Widths AA, B, 


4508—White Cabretta Gypsy 
Two Strap, 17/8 Square Cuban 
Heel, Cem Pro Construction. 
Sizes 3/9, Widths AA, B, C. 

$2.00 


ST. LOUIS, MO. 
NEW YORK CITY 


ENDICOTT, NY 
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STRENGTH 


The “heel to ball” portion of a shoe resem- 
bles a bridge in function. In modem fashion 
shoes, particularly of the high heel type, this 
part of the shoe should have the greatest 
strength possible without bulky construction. 


Unishank is a skillful assembly into a single 
moulded unit of insole, steel, and fibre rein- 
forcer. By the application of fundamental 
mechanical principles this moulded unit im- 
parts to the shoe maximum strength through- 
out its life. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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THERE’S LITTLE DIFFERENC 
HE SIZE OF THE WORLD'S 
2 BIGGEST CATHEDRALS 


INT 

















WHATS THE 


WORLD'S BIGGEST 
CATHEDRAL, JOHN ? > 





WHY, NOTRE 








Shien’ 
igqat 


as] ei 





DAME, ISNT IT? a MU ne 8 Be ot ae 




















MILAN CATHEDRAL, /taly, 15,786,000 cu. ft. 


... but the second biggest magazine is only half as big as the 


WORLD’S BIGGEST MAGAZINE 


VEN an architect may be excused for not being 
E sure of the world’s biggest cathedral because there 
are others almost as big. But there’s no excuse for not 
knowing the world’s biggest magazine. The American 
Weekly is twice as big as its nearest competitor! 


Think of it! Every week this tremendously powerful 
advertising medium reaches the almost unbelievable 
total of nearly 6,000,000 families who read The Amer- 
ican Weekly — twice the circulation of any other mag- 
azine! Thismeans that when a manufacturer advertises 
in The American Weekly he is giving you, the re- 

tailer, the greatest mass- 
selling support within his 
power. He is giving you 
the benefit of a tremen- 
dous advertising force 
that reaches into the rich 
buying areas where 81% 





NEARLY NEAREST 
6,000,000 COMPETITOR 
CIRCULATION CIRCULATION 


of the nation’s {total retail sales are made. No wonder 
retailers enjoy a quicker turnover of products adver- 
tised in The American Weekly! 


What The American Weekly is 


The American Weekly is the largest magazine in 
the world. It is distributed through the great Hearst 
Sunday Newspapers. In 627 of America’s 995 towns 
and cities of 10,000 population and over, The American 
Weekly concentrates 67% of its circulation. 

In each of 174 cities, it reaches better than 
one out of every two families 

In 144 more cities, 40 to 50% of the families 

In an additional 134 cities, 30 to 40% 

In another 175 cities, 20 to 30% 


. .. and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, reg- 
ularly buy and read The American Weekly. 


“The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 
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Which Road Will You Take To 











1 





Protected 
DEALER 


FRANCHISE 


PLAN 


Under our Plan, you are assured of 
recognition in your territory as a 
CUBOIDS Headquarters for Foot 
Comfort and ae . Your store en- 
joys the prestige of serving customers 
with ccleneiie shoo Attng. Your 
sales staff become creative salesmen 


are required stock only 

mum quantity of CUBOIDS. Turn- 
over of this merchandise is at leas‘ 
ten times per annum. An attractive 
display case is furnished free. 
CUBOIDS Institute assists every 
member of your sales staff to in- 
crease his aoe on i fit shoes 
more scientifi , sell foot health 
and comfort. A free training course 
is available to every CUBOID 
FRANCHISED DEALER. Upon 
the completion of this corr: ndence 
course, a certificate of qualification 
is issued. 


As a franchised DEALER, we sup- 
port you with a complete newspaper 
advertising campaign over your sig- 
nature, s ge 50% of the space 
cost with you. We also give you 
free, direct mail advertising, sending 
a series of malized letters to your 
customers to bring them into your 
store for CUBOID fittings. Envelope 
oy consumer + Soogg and bp 
iw display suggestions are supp! 

without charge. 

You can count on us for ev co- 
operation to make profits. CUBOIDS 
retail from $3.00 to $6 A 


n, jus 
ouent makes a chBO PRO- 
TECTED DEALER FRANCHISE 

ly profita nvestigate 8 
new Road to Profite—Today. 








BIGGER PROFITS 


in 1937? 





With purchasing power opening up, bigger spendable incomes 
available, shoe merchants everywhere look to 1937 for a greater 


share of the consumer dollar—a bigger profit on that dollar. 


You, too, will make more money, if you follow the Paths to Profit. 
Progressive retailers appreciating the dollar value of efficient man- 
agement have already established practices to decrease expenses, to 


increase sales volume, and to increase gross profits. y one money- 
making program is still available—adding a companion line that taps 
new sources of profit . . . one that doesn’t compete with the shoe 
dollar . . . but works hand in hand to increase shoe sales, increase 
store traffic, build consumer satisfaction, bring back customers into 
the store. Increase your dollar profits—the CUBOID WAY. 


THE CUBOID WAY TO INCREASED PROFITS 


Your ability to effectively correct foot troubles will bring you more 
trade and shoe business, plus additional profits gained from the sales 
of the corrective es So gyro And that’s just what the CUBOID plan 
offers — “fitting feet to shoes that fit”. Satisfied customers! 


Consistent profits! 


CUBOIDS—The Sensational Foot Appliance 


CUBOIDS successfully introduce a new technique in shoe fitting and 
foot health. Orthopedically correct, CUBOIDS enable you to fit your 
customers with style shoes. CUBOIDS are not arch supports. 
CUBOIDS develop foot muscles and build the arches. Every foot, 
be it weak, normal or bad, is assured of comfort with the patented 
CUBOID raise underneath the outer border of the foot, serving to 
properly distribute body weight, induce normal circulation, strength- 
ening the foot muscles, massaging the arches. CUBOIDS fit into 
shoe like innersole. All flexible leather and pliable rubber—no metal. 
A truly different and effective foot appliance, only CUBOIDS can 
give your customers such relief and comfort. 


NOW IS THE TIME TO GET ON THE BAND WAGON 


CUBOIDS PROTECTED DEALER FRANCHISES are now avail- 
able to progressive dealers. Cash in on this highly profitable line 
giving you better than 40% profit margin, fast turnover and complete 
advertising support. Write or wire TODAY. 


CUBOIDS ¢ FOOT COMFORT and HEALTH 


(PATENTED) 


BURNS' CUBOID CO., SANTA ANA, CALIFORNIA 





When writing advertisers please mention Boot and Shoe Recorder 








